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IN THIS ISSUE 


Stressing the longevity of 
institutional life, but giving a 
decidedly modern flavor to the 
anniversary. celebration, is the 
unusual accomplishment of an 
eastern department store re- 
corded in A. W. Coates’ story, 
“Present Dominates Mertz 
Birthday.” He portrays very 
tersely the method employed 
to recall the store’s long ser- 
vice while emphasizing its up- 
to-date character. 


“Bringing the Beach to the 
Window” reveals the varied 
means of featuring bathing 
garb in settings that compel 
public attention. The presen- 
tations offer ideas that can be 
used now or next year regard- 
less of window appropriations, 
the treatments ranging from 
very simple to complicated in- 
stallations. 


Knowledge of display fun- 
damentals is essential to pro- 
duction of selling windows, 
says Ralph C. Godt in his 
article, “Cannot Ignore Dis- 
play Fundamentals.’”’ Common 
sense ideas with regard to 
handling of various types of 
men’ wear are expressed. 


The inference that the 
“stocky trim” is a poor and 
contemptible form of display 
is combatted in W. A. Bergy’s 
“No Reason for Sneers at 
Stocky Trim.” Mr. Bergy as 
display manager of a leading 
Battle Creek store has achieved 
some wonderful windows, and 
draws on his experience for 
support of his contentions. 


The distinction which good 
“dealer helps” lend the window 
is made plain in “Lithography 
Augments Window Pull.” In 
the experiment of a young 
Iowan who made the most of 
his accessories, the writer finds 
an illustration of the manner 
in which manufacturers’ mate- 
rial may be used to strengthen 
and add lustre to the installa- 
tion. 
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“JOAN” 
HEAD 


30 in. high | 
Each $15.00 








3-PIECE MILLINERY SET 





1 Tall Head.............52 in. high i 
1 Medium Head..........36 in. high t 
1 Small Head.....:......23 in. high 














Complete, per set... .$36.00 


























5-PIECE MILLINERY SET 


2 Tall Heads ............52 in. high 2 Medium Heads ....... 36 in. high 
i ‘SmallHead)...3.> 23 ans eh 
Complete, per set......... .$62.50 











These heads are made of a durable composition material, finished in attractive neu- 
tral pastel shades, with base of copper and sand color. They are beautifully designed 
and readily lend themselves to create unusually tasty and charming displays. Now 
used very successfully by many of our leading stores. 


(Sold Only in Complete Sets as Shown Above) 


THE BOTANICAL DECORATING CO. 
319 to 327 W. Van Buren St., Chicago 
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Is This Cause of I.A.D.M. Poverty? 


HE LEOPARD cannot change its spots” 
nor can the “Old Guard” I. A. D. M. 
official change his habits. Whatever hopes 
progressive elements of the Association 
may have entertained that the ensuing year 
would witness inauguration of a new policy 

of expansion and advance will be discouraged by the 

enlightening news conveyed in the program for the 

Pacific Coast Association of Display Men’s convention, 

just released. In three brief lines the program reveals 

the old leaders unregenerate and unrepentant. 

Those who are acquainted with the finances of the 
I. A. D. M. know that its annual revenues amount to 
slightly more than $5,000. Staging a showy convention 
and maintaining even the pretence of a headquarters 
during the remainder of the year calls for economy of 
a rigid nature if money. is to be available for organiza- 
tion purposes. Yet, ignoring this situation, and exhibit- 
ing a splendid prodigality, two old guard leaders are 
going half the breadth of the continent in September 
to convey greetings of the I. A. D. M. to the Coast 
convention. 

Secretary L. A. Rogers will go not as the represen- 
tive of the Association, but as Educational Director to 
exhibit the collection of lantern slides which is the only 
concrete evidence of educational work which the Asso- 
ciation possesses. The fraternal greetings of the Asso- 
ciation will be presented to the convention by Executive 
Committeeman E. J. (Jim) Berg, of St. Louis, the 
same “Jim” Berg who inquired heatedly of an insur- 
gent at the Chicago convention, ““What do you want 
with a big organization?” y 

To the progressive Coast delegates the message of 
this “reactionary of reactionaries” should be especially 
distasteful. If it was necessary to have two represen- 
tatives of the Association at the gathering the most 





logical choice to accompany Secretary Rogers would 
have been President W. L. Stensgaard or the chairman 
of the executive committee, Karl Amdahl, one. of the 
leaders of the Pacific organization and chairman of its 
executive committee. Choice of Berg is a slap at Am- 
dahl, his senior in rank, and, by virtue of his location 
on the coast, the most admirably fitted to represent the 
I. A. D. M. at slight expense. But why should two dele- 
gates be required to properly express parental interest 
and solicitude ? 

“Lou” and “Jim” will go to the Coast, the former, 
in all probability, charging his expenses to the “Educa- 
tional Fund,” increased in the last convention to $1,500 
by viva voce vote, while “Jim’s” junket will likely 
be defrayed from the General Fund. Last year two 
I. A. D. M. delegates, on a similar trip, are reported to 
have drained the Association treasury of $700 in ex- 
penses, or approximately fourteen percent of the total 
revenues. 

FOURTEEN CENTS ON THE DOLLAR! 
Small wonder that the international body can do so 
little for its clubs—that it is perpetually and hopelessly 
poverty-stricken. Small wonder, too, that progressive 
displaymen charge “Old Guard” leaders with a lack of 
ideals. 

Dissipating I. A. D. M. funds on junketing trips 
for favored officials, building clique fences at organiza- 
tion expense, flattering the vanity of the short-sighted, 
the “Old Guard” is swiftly and surely throttling the 
organization confided to its care. Its inability and un- 
willingness to economize; to stretch Association re- 
sources to the breaking point to minister to the needs 
of the profession, to. increase the size of the organiza- 
tion and to provide genuine service to the rank and file, 
is undermining and sapping the vitality of the Inter- 
national. ‘ 
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Three Young Men from One Town 
Attend Koester School at 


the Same "Time 


Messrs. R. C. Haglund, Walter C. Blumstrand and Emil C. Lawson of Jamestown, N. Y., 
all of whom graduated November 7, 1925, from Koester School in Retail Advertising, Win- 


dow Display and Show Card Writing. 


It is not unusual for a number of boys from a town to attend the school at the same time. 
They do it largely for companionship while away from home. 


Merchant Sends Son to Koester School 


Mr. Roy E. Braman is a son 
of Mr. F. R. Braman of 
Braman’s Department Store, 
Mitchell, Ind. After complet- 
ing high school Mr. Roy 
Braman entered the Koester 
School for a thorough training 
in Retail Advertising, Window 
Display and Show Card 
Writing. 


Mr. C. M. Braman, an older 
brother, is also an active 
member of the firm. 


The father’s idea of fitting 
his sons for important posi- 
tions in his business is an ex- 
cellent one, and is being 
adopted by many merchants 
over the country. 





Mr. Roy E. Braman of 
Bramans Department Store, This is what Mr. Roy 


Mitchell, Ind. Braman says: 


Mitchell, Ind. 
The Koester School, 
Chicago, Ill. 

Gentlemen:—It is a source of pleasure and satisfaction to 
me to have had the opportunity of attending the Koester School. 
After completing high school, it was father’s idea to give me 
commercial training that would enable me to take charge of our 
advertising, window display and card writing for our store. I 
feel greatly henefited by the training I received at your school, 
and know that in years to come it will be of even greater value 
to me. 

It is my advice to all young men who contemplate retail 
merchandising as their life’s work to enter the Koester School 
—a school not lacking in its methods or faculty. 

With best wishes I remain, 

Yours truly, 
(Signed) ROY BRAMAN. 


Merchant Sends Employee to 
Koester School 


Mr. Cecil Anderson with 
The Nelms & Blum Co., of 
Greenville, Miss., attended the 
Koester School taking Retail 
Advertising, Window Display 
and Card Writing. Mr. An- 
derson came to the school at 
the personal direction of Mr 
Blum of the firm. 


Note what Mr. Anderson 
says after having charge of 
the publicity department of 
his firm for several months. 





Mr. Cecil Anderson with 
The Nelms & Blum Co., 
Greenville, Miss. 


Greenville, Miss. 
The Koester School, 
Chicago, Il. 


Gentlemen:—It gives me great pleasure to recommend the 
Koester School to any one who desires to get out of the low 
salary rut and into one of the more important positions in the 
store. 


I consider a course in the Koester School the best invest- 
ment any young man can possibly make. Your instruction 
is personally given by competent teachers who are quick to 
understand the needs of the student, and who strive unceas- 
ingly to satisfy those needs. 

Wishing the school the success it truly merits, I remain, 

Sincerely yours, 
(Signed) CECIL G. ANDERSON. 


The Better Your Work—The Better Your Pay 


We show you how to improve both—Write us Today 


The Koester School, 314 S. Franklin St., Chicago, Ill. 
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Opera Box Effect Used by Mr. Coates in Publicity For His Style Show and Live Model Drapes 
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Present Dominates Mertz Birthday 


Sixty Years’ Service Cited by Connecticut Store But Style 
Shows and Entertainment Get Limelight 


sy A. W. COATES 


Publicity-Sales Manager, W. W. Mertz Co., Torrington, Conn. 


IXTY years of service constitute more than 
a probationary period. In the long vista 
of the years through which an institution 
progresses to attain this creditable record, 
its competence to serve and its ability to 

make itself a vital factor in community life are tried 

repeatedly. Such has been the experience of the 

W. W. Mertz Co., which recently celebrated its 

sixtieth birthday. 

A store that has attained its sixtieth year of suc- 
cessful operation has cause for rejoicing, for self- 
congratulation and celebration, but it can not afford 
to place too much stress upon past conquests. The 
present is forever with us; the past is but a memory. 
The confidence whichis the heritage of the years 
must be made to further the 
program of the moment ; some- 
thing out of the ordinary is 
expected, and is advisable to 
attract public attention. and in- — 
terest in an anniversary_cele- 
bration. Attraction is the pur- 
pose of advertising, and anni- 
versaries are useless unless 
they can be made to fit into the 
advertising program. 

Announcement of the ad- 
vent of our anniversary was 
first made to the people of 
Torrington through the me- 








Style Show Models Assembled on the Stage 


dium of the local paper, which carried an article on 
the history of the Mertz store. In the regular daily 
advertising on that day a request for historical articles, 
bought fifty, sixty or seventy years back, which might 
be used for window display, brought quite a response 
and created the atmosphere desired, especially as a dress 
obtained in this way was made of material purchased 
from the Mertz Co. in the early days of its existence. 
Two weeks before the celebration banners were 
placed on delivery trucks which inscribed on the 
minds of the public, “Since 1865 Torrington and the 
Mertz Co. Have Made Mighty Strides Together.” 
Advance publicity was given to the event for one 
week before the opening date through newspaper ad- 
vertising in local papers and publications covering small 
towns, within a radius of 
twenty miles, from which we 
draw. On September 24 and 
26 we advertised that Septem- 
ber 29 would be the date of 
the opening event, with a live 
model style show and enter- 
tainment as the leading fea-- 
ture. This was held in the 
store, a stage being built on 
the second floor upon which 
two shows were presented in 
the afternoon and a like num- 
ber of performances in the 


(Continued on page 53) 
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Bringing the Beach to the Window 


Displaymen in All Parts of the Country Join in Contriving Means 
of Interesting Sweltering Humanity in Bathing Garb 


HE blistering heat of midsummer sends 
humanity hurtling toward the closest 
stretch of beach or sheltered pool. Those 
not fortunate enough to be able to find 
relief in the cool depths of a northern 

resort are just as interested in the nearest brook or 
swimming “hole.’’ From coast to coast and from the 
gulf to the Canadian border, this enamorment of the 
beach is equally pronounced, and in recognition of it 
windowmen everywhere have racked their brains to 
find means of showing’ bathing garb in enticing 
fashion. 

Arthur Bradley, display manager for The Mac- 
Dougall & Southwick Co., Seattle, is entitled to credit 
for production of one of the most unique and atten- 
tion-gripping showings of the season, and his display 
illustrates the power with which the window can be 
clothed when the desire for extraordinary qualities is 
great enough to initiate research. Mr. Bradley’s idea 
was sound; in its interpretation mechanical effects 
were necessary, and Bradley worked out the details 
of this requirement so thoroughly that his accom- 
plishment is an illustration of basic engineering prin- 
ciples. 

The plan for the display was simple enough, but 
it was unusual and it possessed the attractiveness of 
motion. A bath house with four dressing rooms was 
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Pendant Cut-Out Over Sidewalk by Arthur Bradley, Seattle 


constructed in a large window. The exterior was 
painted in light green with a dark green trim and the 


Elaborate Waterfront Scene Showing Boardwalk and Special Background by L. L. Wilkins, Kerr D. G. Co., Oklahoma City 
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Top Left, Bathhouse With Swinging Doors, Arthur Bradley, McDougal-Southwick Co., Seattle; Top Right, Beach Awnings 


and ‘Figures, A. W. Coates, W. W. Mertz Co., Torrington, Conn.; Lower Left, Bower and Pool, D. M. Schultz, Joseph Spiess 


roof was red striped to resemble shingles. Flooring 
consisted of bath tiling about eleven inches square in 
alternating blue and white. Each little dressing room 
was brilliantly lighted in colors, a different ray being 
used in each booth. 

Four handsome wax figures, arrayed in the latest 
creations of the bathing suit designers, were placed 
in these tiny recesses and a device rigged up to open 
and close the doors of two compartments alternately. 

The result was a spectacle that won the attention of thou- 
sands of Seattle folk and held crowds spellbound throughout 
the period of the sale in which the suits were featured. At 
intervals the first and third doors would open, disclosing two 
Jauntily attired mermaids ‘ready to enter the surf, and then 
in the twinkling of an eye they had vanished and two sister 
models, equally as charming, were shown in fetching modes 
haloed by lighting of an entirely different hue. 


_ The device for operating the swinging doors was far from 
intricate. A large hole was cut in the walls separating the 
frst and second and third and fourth dressing rooms, and in 
these electric fans were placed. The doors were connected 
at the top by a thin, light rod, one door being closed while the 
other was fully open. When the fans were started the rush 
of air against the open door began to close it and the rod 
at the top pulled the connected door open. The fans oscillat- 
ng around slowly would then exert their force on the oppo- 
site door and reverse the process. 

So fascinating was the attraction and so interested did 
the viewers become that the first six days of the sale ex- 
hausted sizes below forty, constituting the bulk of the stock, 
though the store’s supply had been carefully prepared. 

Passers’ expectancy was aroused by use of a pendant 
cut-out of a bathing girl suspended above the windows in 
the posture of diving. 


Co., Elgin, Ill.; Lower Right, Mirror Pool and Cut-Out, P. R. Swift, Patterson-Fletcher Co., Fort Wayne, Ind. 








In the windows of the Joseph Spiess Co., Elgin, IIL, 
Display Manager Dallas M. Schultz created a leafy bower 
before an artfully designed scenic background in which a 
glimpse of an inviting pool was revealed. A profusion of 
foliage gave to the display an attractiveness that was sus- 
tained by the comeliness of the feminine figures. Mr. Schultz 
went to great pains to give his window a wealth of atmos- 
phere, the grass floor covering, the clinging vines that ran 
up alongside the wings of the background, the decaying wood 
that lay amid fallen leaves and herbage on the floor afford- 
ing the tone sought. Merchandise was limited to the cloth- 
ing of the models, the folding chairs and swimming acces- 
sories essential to creation of the picture. 

Much less pretentious, though equally vibrant with the 
spirit of the season was the display shaped by A. W. Coates 
for the W. W. Mertz Co., Torrington, Conn. A single wax 
figure in a bathing costume, seated in a folding canvas chair, 
was shown between two artfully designed bathing girl cut- 
outs. The trio was posed before a striped awning of a type 
used commonly in beach tents and flooring was of the same 
material. 

In northern Indiana, not far from the network of inland 
lakes that dot the Indiana-Michigan border, P. R. Swift, dis- 
play manager for the Patterson-Fletcher Co., Fort Wayne, 
created a window in which expense was minimized without 
impairing the buying appeal. The celebrated “Miller” bath- 
ing girl was posed in the center before a background of 
dark green velour flanked on each side by sprays of uva 
leaves. A large mirror at her feet was used to represent 
water and was merged into a sandy shore strewn with sea 
shells. At the front and sides green grass matting was used, 
while sea weeds at the rear and water lilies on the glass at 
each rear side gave a realistic effect. 

Highly colored bathing suits in three shades and in two 
contrasting patterns were shown at the sides, while a white 
spotlight on the “water” added color. 


THE DIs?LlayY: WokLe 


August, 1926 


‘ 


Regal Trappings for Pearl Displays 


Exquisite Jewels Tawdry in Ill Chosen Surroundings Gain Lustre 
Through Use of Rich Embellishments 


By ROMAN L. MODRA 


President, Indra Pearl Co., New York City 


EARLS, like silks, are essentials of feminine 
adornment, and, in an age when commerce 
and industry sweep the globe and exhaust 
the laboratories in search of means and 
methods for supplying the needs and lux- 

uries of western civilization, it is not difficult to believe 
that femininity’s favor for these delicate jewels con- 
stitutes an impelling urge to their collection and sale. 

The rarity of the pearl gave it a distinction in the 
middle ages which it has never lost. Diamond fields 
yield a harvest in proportion to the labor that is ex- 
pended in turning the peculiar earth in which these 
gems are found, rubies and topazes are mined in given 
spots, but, save for knowledge that in the oyster beds 
of the south seas there may be a fair percentage of 
pearls to every few bushel of shells,, there is no method 
by which merchant or diver may insure a constant pro- 
duction or add to his volume. 

The warm waters of the Southern Pacific and the 
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Indian Ocean first gave up these treasures to luxury- 
loving Eastern potentates, and the “wealth of seas” and 
“wealth of the Indies” are terms expressive of the envy 
with which the West viewed their fortunate position. 
If the only source of supply remained in the shallow 
bays and inlets where the bivalve pursues his brief 
career, the dictates of fashion would inflict much mental 
anguish upon her devotees. 

In Barcelona, busiest and livest city of Catalonia, 
Spain’s most eastern province, an industry has grown 
up which has immensely multiplied the supply of pearly 
jewels. Masters of an odd profession, these workmen 
in cloistered art shops, are creating perfect reproduction 
of the deep sea gems. Marketed in America as “Omar” 
Pearls, the glint and gleam in their shimmering depths 
make them the first choice of women who crave the best. 

The atmosphere of prestige, which these jewels 
have obtained, arises from the dignified manner in 
which they have been exploited. Their appeal is to the 





Omar Illustrations and Fabric Hangings Feature this Ellis Mills Store Display by Ray Schock, Reading, Pa. 
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discriminating and, to insure presentation to this class, 
it is necessary to offer them through stores of the high- 
est standing. To secure the support of such institutions, 
we have developed a campaign of publicity in which 
rotogravure advertising, in the metropolitan dailies and 
magazines, ties up with ordinary space in the dealer’s 
home papers and his window displays. , 

We felt that in order to market pearls, tie-up pub- 
licity featuring their quality was essential, and that no 
better means of tie-up could be had than through co- 
operation of the department stores featuring our goods 
in full window displays. 

To warrant them adequate backing in this field wé 
have furnished them with up-to-date signs and oil paint- 
ings of our well-known “Omar” girl. These are not 
mere trinklets but, in their dimensions and finish, are 
pretentious enough to win the approval of the most 
critical windowman. Largest and most imposing is 
a gold-framed reproduction of the original painting, 
standing nearly five feet high, its magnitude being ap- 
parent from its relation to displays in the accompanying 
illustrations. Then comes our “oil paint girl,” her fea- 
tures traced on an actual canvas stretcher by a special 
process. Every rich tint, évery brush stroke and line 
of the original painting by R. G. Kauffman shows up 
in the likeness, and only a person familiar with paint- 
ing can distinguish it from the original. This stands 
on a base sixteen inches wide and has a height of two 
feet and four inches. 

Display cards in rich bronze, embossed window 
cards in black and white silhouette, and embossed 
counter cards in four colors and gold aid in promotional 
work. 

The measure of interest, which our careful prepara- 
tion and planning aroused, is reflected in over 300 
displays installed in the course of one year. Inspection 
of the list of merchants participating reads like a Blue 
Book of American merchandising. From the Atlantic 
to the Pacific, “Omar” displays have been universally 
beautiful and effective, and we now have a collection 
of specimens, based on these installations, that serve 
as patterns for our dealers. 

The pearl’s association with Oriental splendor, the 
character of the display material, the lure of the gems’ 
richness and delicacy together contrive to produce win- 
dows of extraordinary power and profit. There. is so 
much romance, beauty, art, and inspiration in the 
jewels that the artistic temperament of the display ex- 
pert finds expression in the “Omar” line. 


Kaufman’s Style Show Thrills Enid 


“Pretty girls, pretty clothes—a pretty entertainment,” is the 
manner in which the local press described the style show 
staged at the Criterion Theatre, Enid, Okla., by Kaufman’s 
recently for two consecutive evenings: 

“Featuring midsummer styles, said to be twenty-four hours 
from New York via airmail, the local firm extended itself in 
giving those present a wonderful spectacle of the latest modes, 
and the applause that greeted the appearance of the models 
in their creations of many shades and colors was well worth 
the effort. 

“The display of styles was divided into three sections, 
evening frocks, sport, and afternoon dresses. Each of the six 
models appeared in the three. sets. While waiting for the pre- 
ceding performer to complete her promenade along the walk 
built out beyond the stage, into the auditorium, the model 
rested momentarily in a swing set amidst a flower garden. 
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Chorus Girls Don Kellerman Garb 


Broadway Beauties in Bathing Attire Woo Trade 
for Coast Stores Staging Revues 


By VICTOR W. SEBASTIAN 
Special Representative, The DISPLAY WORLD, N. Y. City 


LWAYS in the forefront in the public eye with novel 
ideas, the Annette Kellerman bathing attire has 
again created a furore of‘attention through the use 
of living models to display their many fascinating 

styles presented during the late spring and early summer. 
Asbury Mills, Inc., who are the. makers and sponsors of these 





Left, Marian Ryan; Right, Vera Cavelle 


garments not only concentrate on putting every ounce of qual- 
ity and fetching style into their productions, but lend unstint- 
ing support in moving the goods off of dealers’ shelves. 

This “bathing revue” was held firstly at the N. E. Blatt 
Department Store in Atlantic City, N. J., for three days, 
twice a day, and it was very successful. 

A fashion revue was next held at Gamble-Desmond Co., 
in New Haven, Conn., twice during the day and then in the 
evening at the Olympic Theatre. A letter from both Gamble 
Desmond and the Olympic Theatre complimenting the. revue 
and advising of a very large attendance was received as a 
result of this. 

The Providence (Conn.) revue was held at The Outlet 
Co. This is an annual event at this store, having had it 
four successive years. Of course, outside of the entertain- 
ment, it was a wonderful stimulant for the sale of Annette 
Kellermann bathing suits and good publicity for the entire 
store. 

All the newest models of Annette Kellerman swimming 
and bathing suits were shown. Over eighty different styles, 
besides several dozen children’s suits. 

The following young ladies took part in the revue: Miss 
Vera Cavelle, George White Scandals; Miss Marion Ryan, 
Artists and Models; Miss Allyn Loring, Ziegfeld’s “Kid 
Boots”; Miss Natalie Manning, Music Box Revue; Miss 
Edna Conway, sculptor’s model; Miss Virginia Blair, cham- 
pion Charleston dancer, Warner’s Theatre. 
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Cannot Ignore Display Fundamentals 


The Key to Better Windows Is Careful Consideration of the 
Basic Principles of Selling Plus Color and Lighting 


By RALPH C. GODT 


Display Manager, Masons’ Haberdashery, Sacramento, Cal. 


ISPLAYS that are original in their style 
and correct in their coloring and deco- 
rative effects, strike a new style note and 
produce the distinct selling advantage 
that anything practical and unusual offers. 

The key to better displays is careful consideration of 
the basic display principles, namely, selling power, 
color harmony, setting, originality and careful regard 
to detail. A thorough study of all authentic style 
sources, with an eye to the season of the year, is also 
necessary, so that the display may be designed with 
the confidence and enthusiasm that comes from com- 
plete knowledge of the facts. 

Advance preparation of the display allows for the 
careful assembling of necessary window cards and 
all other material for the proper sales promotion of 
the goods on display. Distinct unit foundation and 
an eye to balance is essentially necessary for a pleas- 
ing effect. Factors that detract from the merchandise 
such as worn, dusty fixtures and the indifferent posing 
of goods, all lessen selling power. A simple, natural 
treatment of the goods on display, careful considera- 
tion of detail, and painstaking care in the preparation 
or dressing of the goods on stands or forms, make for 


In This Shirt Display 





Mr. Godt Has Given His Goods an Effect That Blends Them With the Decoratives 





A Godt Cravat Display With Center Stressing Imported Silks 


sales appeal and create a desire for possession in the 
mind of the prospective customer. 

In a display of shirts and neckwear, one of the two 
subjects should stand out a trifle stronger than the 
other and the cards used should be worded accord- 
ingly. For instance, if shirts are made the more 
prominent with the neckwear secondary, the writer's 
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opinion is that the reader card should read, “Shirts, 
$3.50; Ties, $1.50.” Interest in shirts is what the dis- 
plavman is seeking to “put across” and shirts should 
make the first impression. In purchasing the shirt, 
the thought of “a tie to go with it,’ naturally comes 
to the customer’s mind. Here the opportunity pre- 
sents itself to increase the selling power of the dis- 
play by incorporating neckwear with the shirts, show- 
ing the ties in a pleasing manner and “putting in” 
just enough to supply the buying motive. 

The.next step toward 100 per cent selling power 
is through use of price and reader cards. When the 
goods on display are not of the “high-priced” variety, 
they must bear price tickets, or the display must fea- 
ture central reader cards giving the price. It has been 
the writer’s experience that pricing of high-price 
goods brings little immediate sales action. However, 
it does impress the shop on the minds of customers 
seeking the better grade merchandise and eventually 
produces satisfactory sales results. 


Special attention to details, as in placing a collar 
and a tie on the shirt, or a handkerchief in the neck- 
band, with cuff ijinks in the cuffs, increases sales 
power. “To heighten the “dressed look” of the shirt 
unit, tuck the shirt tail out of sight, or pleat or puff 
it into some decorative effect. All the neckwear must 
be tied at the same length, with the small end hidden. 
All the goods must be carefully pressed or free from 
wrinkles. 

Color harmony is the life of the display. Acces- 
sories that blend into a pleasing and correct color 
picture arrest the attention of the passerby. The 
correct use of color gives the customer confidence 
that the style, the merchandise, and the character of 
the shop is dependable and representative of all that 
is right. Where style is an important factor in the 
sales appeal of the goods on display, color harmony 
produces the strongest influence in the proper pres- 
entation of the goods. Women are influenced by the 
sales appeal of a correct grouping of dress accessories 
manifesting correct color blending and style; men 
judge a harmonious grouping of furnishings by a 
chart of prevailing styles and color. Men are becom- 
ing more critical in the selection and use of color in 
matters of dress; “anything” doesn’t go. 

Originality in display work is the building of a 
“style” all your own. The certain fold or drape of a 
garment, the posing of a figure, or the grouping of a 
unit gives a personality to the display and produces 
that “just-a-trifle-different” look. We learn by com- 
parison and the exchange of ideas. Constant prac- 
tice and study helps rub off the rough edges and de- 
Vvelops higher standards. 

\n added touch to bring out stronger sales appeal, 
a striking color harmony and the variety of a special 
display setting one week, followed by a plain setting 
ior the following week, holds public interest in a 
shop's displays, gives it the rating of a “pacemaker,” 
and lifts it out of the “copy-cat” class. 

Not all fancy window displays are practical nor 
will an unbroken succession of plain displays bring 
the best results. Change of the style or setting creates 
interest; the public is attracted and as much inter. 
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ested in a change of display settings as they are by 
change in the styles of wearing apparel. 

The tendency to “overdress’” a display is a fault 
one must guard against. It’s the final “brushing out” 
or “check up” of the practically completed display 
that makes for the finished picture. The elimination 
of an extra stand here and the addition of another 
stand there, to bring out balance and the gradual 
working down of each unit, tells‘a story. that passers- 
by can grasp “on the run.” <A display that registers 
under these conditions is “doing the work.” 





Displaying Tires Built for the Car 


Comfort Appeal Based on Models Designed for 
Varying Makes Aids Ajax Branch 


WENTY-FIVE years have witnessed the conver- 
sion of the automobile from a snorting, tempera- 
mental beast of questionable dependence into the 
faithful and tireless servant of industry and the 

means of private relaxation. Motor progress has been 
marked, but the added assurance and comfort which is char- 





Fresno, Cal., “Ajax” Display of Tires Built for Dodge Cars 


acteristic of the modern machine is largely the product of 
its accessories. 

It would be hard to imagine the agony which the motorist 
would have to.endure if wholly dependent upon steel tires. 
The resilent, pneumatic cushions which have made motor 
transportation a pleasure are of as much interest to the car 
owner as his machine. Without them, he would willingly 
scrap car and body to forestall the “jostling into jelly” pro- 
cess which substitutes would involve. 

Makers, thoroughly aware of this attitude, are seeking to 
add to the popularity of their product by fostering manufac- 
ture of tires produced expressly for their cars. The Ajax 
Tire Company, specializing in this field, has turned out a 
number of types, among these being models in “balloons” 
built for Dodge, Buick, Oakland and Pontiac cars. Their 
dealers have caught the spirit of their efforts and are lending 
their windows to promotion of their campaign. 

The Ajax Tire Company, of Fresno, ,Cal., is an example 
of a progressive regional organization which has seized the 
opportunity to feature this idea, supporting the advertising 
now appearing in national magazines. 

According to Manager Ray Millett, their eighty lineal 
feet of window space is “making hay” for his concern through 
the stress laid upon this merchandising principle. 





DISPLAY CREATIONS FOR TRAVEL BUREAU 

Thomas Cook and Sons Travel Bureau engaged John 
Vassos and his New York Display Service, New York City, 
to paint a series of mural pictures depicting the spirit of 
travel for their exhibition building at the Sesquicentennial, 
Philadelphia, Pa. Mr. Vassos, upon securing the contract, 
obtained the services of James F. Daugherty to assist in 
execution of the work, which has now been completed. The 
paintings are finished in rich color tones and are ninety feet 
long. 
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Utility of This Type of Package Has Given It Widespread 
Popularity Which Is Easily Capitalized 


By THEO. ADAMS 
Sales Manager, Piqua Straw Board Co., Chicago, Ill. 


T is a familiar legend that store displays, 
and particularly window displays, are an 
index to the character and standards of 
the establishment. The discreet buyer of 
the moment regards the window rather 

than the name of the proprietor as the most fitting 
gauge for estimating the store’s service and quality. 
In all displays in food stores for this reason, the 
presence of the round carton is desirable. 

Artists and laymen with an artistic taste know 
that the perfect line of beauty is a curve. Nature 
ornaments herself with curves in every division of 
her -vast dominion. With them she gives grace to the 
flower, grandeur to the landscape, and dignity to the 
titanic mountains. Silver streams that meander 
through verdant meadows or tumble down from 
precipitous heights add to their beauty the endearing 
touch of their circuitous courses. | | 

In the pioneer period, Americans were not able to 
express their appreciation of beauty in these soft lines. 
This handicap is pitifully shown by the square, pack- 
ing-box types assumed by old buildings, and the 
straight lines followed heretofore by American manu- 
facturers in their packages. A decided improvement 
has been noted in late years, however, instanced in 
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Top, Display of Purity Oats; Below, Mulkey’s Salt 








the designs of furniture, household articles, automo- 
biles, as well as in architecture. 

Round cartons fulfill this requirement of graceful 
shape and lend beauty and attractiveness to pack- 
aging of foods and specialties. Their round forms 
break the dreary montone of squares and cubes and 
give a pleasing contour to window and shelf dis- 
plays when built up in attractive pyramids. 

Better printing is also one of their postulates, more pleas- 
ing designs for labels and printing on the package being a 
consequence of the altered shape. Just as the eye is rested 
and flattered by the beauty of the curve: as revealed in 
nature’s symmetry, so the round package attracts the eye oi 
the window shopper, and sales mount as a result. 

This fact accounts for the widespread popularity which the 
round carton now enjoys among distributors of foods. Some 
of the hugest successes in the distribution of food products 
and certain other products have been based upon use of this 
convenient and graceful package. Mention of a few of the 
leaders among American manufacturers, who are always na- 
tional, advertisers, and liberal advertisers, will demonstrate 
this. Every child and adult in America is familiar with the 
pleasing round packages used by the makers of Armour Oats, 
Quaker Oats, Three Minute Cereals and Purity Oats. Prob- 
ably in no less degree are they familiar with the round car- 
tons used for Morton Salt, Diamond Crystal Salt, Mulkey 
Salt, and numerous other brands, as. well as round cartons 
for coffee and kindred substances. 

In the items of luxury, where the beauty of the container 
is a paramount necessity, the round box, or round cartoon, is 
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A Booth Showing of 3 Minute Oats and Hominy Grits 
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most popular and commands the best sales, such as in candies, 
face powder, and other toilet articles, and expensive wares. 

The round carton makes very attractive displays with good 
cut-out cards, either large cut-outs in windows, or smaller 
displays on counters. 

Of course, associated with the round package and its lea- 
dership in beauty is the unique usefulness of the round carton 
with the removable cover. The round carton is the only prac- 
tical food or merchandise container that has a removable 
cover that can be replaced. In the same way the very unique 
equipment of the round carton by the salt packers, with the 
feature of the pouring spout, has made it immensely popular 
with the consumer. There are so many items of nationally 
distributed standard American merchandise using the round 
carton, that a display of these on shelves and in windows 
immediately identifies the merchant and his store as a de- 
pendable retail establishment. In fact, it is absolutely neces- 
sary for a merchant to have the goods that are packed in 
these round cartons, and the American consumer has long 
since acquired the habit of looking for this class of mer- 
chandise and these round cartons. 





Omaha Wholesalers Dote on Display 


“Market Weeks’ Are Foundation of Regional Trade 
Bringing Buyers to Town to See and Shop 


By FRANK FIALA 
Display Manager, Thompson, Belden & Co., Omaha, Neb. 


ISPLAY in its most concentrated and potent form 
becomes the chief reliance of Omaha wholesalers 
twice each year as retailers from the trade terri- 
tory which they serve come to market to enjoy 

the pleasures, which the Omaha distributors take pains to 
provide, and to stock up for the ensuing season. 


The Omaha market is now making arrangements for its 
tenth annual Fall Market Week, when they expect to enter- 
tain from 1,200 to 1,500 visiting merchants and members of 
the merchants’ families in Omaha. Dates of this event are 
from August 23 to 28, and the five days are to be filled with 
pleasure and profit for the visiting merchants and their 
families. The pleasure will come each evening after the 
day’s work, which the retailer will devote to inspecting the 
big displays of the latest and finest fall and winter mer- 
chandise offered in the market. These displays have been 
arranged to make it easy for the merchant to go through 
the entire gamut of things he will need to meet the demands 
of his customers, just as the wholesaler has studied his own 
market. By personal selection he may be doubly sure that 
he is getting just what he wants in quality, style and price. 

At this market week the Omaha wholesalers are expect- 
ing a bigger attendance than ever before. They entertained 
1200 some visiting merchants last March during the Spring 
Market Week. With excellent wheat crops and prospects 
for a bumper corn crop in many of the states of Omaha’s 


THE DISPLAY WORLD 





Left, Pyramid Showing of Armours’ Oats; Right, Diamond Salt Display Featuring Utility of Pouring Spout 


trade territory, an increased demand for all kinds of mer- 
chandise is indicated for this fall and winter. That, they 
predict, will bring more merchants to Omaha for the Fall 
Market Week than have attended in the past several years. 

A policy adopted by the Omaha wholesalers many years 
ago intended to put the personal equations into their busi- 
ness dealings with the retail-merchants they serve, has been 
accomplished by two methods. One of these is an annual 
visit of the wholesale merchants to some section of the trade 
territory to meet their customers in their stores. The other 
is the semi-annual Market Week held in Omaha at which 
the retail merchants are the guests of the wholesalers for a 
week of worthwhile entertainment. 

For their entertainment the first day, Ak-Sar-Ben, Ne- 
braska’s big booster organization, will be host at its den 
show, “Utopia by the Sea,” a rollicking musical comedy by 
a male and “he-male” cast and chorus. This will be, as 
usual, for the men only, while their wives and daughters will 
be guests at a theatre party downtown. 

A picnic supper at Krug Park, followed by dancing, swim- 
ming, roller coasting and all the other thrills ond amuse- 
ments this park offers is the program for the second night’s 
entertainment, August 24. : 

Peony Park, with its recently built dancing pavilion and 
large swimming pool, will be the scene of the third enter- 
tainment on Wednesday night, August 25. Thén comes “Gift 
Night,” Thursday, August 26, when the visiting merchants 
and their families will be guests at a banquet and enter- 
tainment at the Omaha Field Club. 





HOILE IN CHARGE OF PIZITZ CO. DISPLAYS 


Harry W. Hoile, former president of the International 
Association of Display Men and more recently for two terms 
its treasurer, has assumed charge of the display department 
of the Louis Pizitz Co., Birmingham, Ala., where his advent 
has been hailed as the return of a native son. 


Having been connected with another Birmingham estab- 
lishment some years ago, there is some reason for this atti- 
ture, and the first page story in Lo-Pi-Co. Peptomist, the 
house organ of the company, which announces his coming. 
An excerpt from the story reads: “Harry W. Hoile, now 
in charge of the display department, has been called the dad 
of them all. The title was not earned by age, but through 
his many years of experience and because he has trained 
many of the men who are now considered among the best 
in the country in display work. 

“Mr. Hoile was born and educated in New York. He 
is no stranger to Birmingham, having been connected with 
another organization here several years ago. His love for 
the South brought him back, this time, it is hoped, to remain. 


“The International Association of Display Men recognized 
Mr. Hoile’s ability by making him president of that organi- 
zation during 1917, and he has held many other offices before 
and since. At present he is serving his second year as 
treasurer, as well as being on the advisory board of The 
DISPLAY WORLD.” 





The Brown-Roose Co. Capital Prize Window Showed Charter Oak, Iowa, Folk “Oshkosh” Strength With a Bushel of Nails 
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Contest Booms Oshkosh Garments 


Rivalry in Picturization of Soundness of Well-Known 
Overalls Renews Dealer Interest in Their Field 


TILITY” was the factor which swayed 

the judges in the Oshkosh Overall Co. 

Window Display Contest, which held the 

attention of scores of clothing and fur- 

nishing dealers throughout the country 

during the week of March 29 to April 3. The ability 

of the windowman to express the wearing qualities 

of the blue denim garments, to show their tendency 

to retain form and soundness for long periods, and 

-to illustrate the severe tests of rough employment to 

which they could be put, counted for more than ar- 
tistic effects. 

First place in the contest, carrying with it a prize 
of $100 fell to the Brown-Roose Co., Charter Oak, 
Iowa. In the execution of his display the window- 
man left little to imagination. No buyer of overalls 
who looked upon the pair, which he used as the cen- 
terpiece of his showing, could go away from the win- 
dow without hearty appreciation of the soundness of 
“Oshkosh” construction and the feeble chance for 
ripping which is its consequence. 

The test was too harsh to permit any subterfuges. 
Here, on a steel trapeze a leg of the garment had been 
knotted together with one side of the trunk. The sus- 
pended leg was tied firmly to a bushel basket filled 
with wire nails weighing 89 pounds. It was very evi- 
dent that if there was any possibility of ripping the 
garment, here was strain enough to rend it open. The 
message of stout-making was too clear for question. 

While this central idea was given prominence, the 
sales value of display was not overlooked. On forms 
and on stands, an ample amount of garments depict- 





ing overall and “jumper” alike was arrayed with price 
tickets and display cards preaching availability and 
clever fashioning to all spectators . “Oshkosh” pos- 
ters, declaring that “They Must Make Good or We 
Will,’ formed effective backgrounds, and display 
cards on the floor asked the perturbing questions, 
“Which will be you three months from now?” “How 
will your overalls look then?” 

Another version of “Oshkosh” values was found 
in the novel display created by A. C. Wolcott, display 
manager for Welch’s, Kelso, Wash., winners of the 
second prize of $50. In the broad windows of this 
establishment a section of a garage was framed, the 
studding and rafters being placed as carefully as in 
any “flivver” domicile. The frame fronting the street 
was bare save for a few lengths of beveled siding 
placed near the “foundation,” which made it possible 
for all viewers to see the garments hung on clothes 
hangers at the rear of the enclosure. Other gar- 
ménts appeared in the foreground, thrown over the 
siding, and hung in corners of the frames very much 
as if placed by the carpenters during the lunch hour. 
Scaffolding along the sides became supports for 
“Oshkosh” arrows pointing to the garments. A 
wheelbarrow laid over on its side, bits of wood, and 
little clots of sawdust on the floor added to the realism 
of the portrayal. “Oshkosh” cut-outs and posters in 
the ends of the window contributed the sales appeal. 

The idea of sturdy making was conveyed face- 
tiously in a number of instances, the methods involved 
guaranteeing the spectator a smile, though lacking 
the definite punch contained in the essay of the grand 
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prize winner. Two dolls in toy autos, headed in oppo- 
site directions with the legs of a garment tied to the 
rear axles of each car, served as the media through 
which the “Globe,” Pueblo, Colo., made its appeal. In 
the hands of the displayman this simple plan became 
ati interesting showing in which the “Oshkosh” pos- 
ters’ and cut-outs, and a minimum of “Oshkosh” 
products, were used effectively. 

“Strong enough to pull a battleship’ was the 
declaration on a window card that explained use of 
a cardboard warship shown against a special back- 
ground by “Bach’s,” Fremont, Ohio. A “tug” drew 
the larger vessel with a “tug line” consisting of a pair 
of overalls. 

The Gildner-Barlow Co., Clarion, Iowa, gave their 
entry a picturesque effect by showing a cut-out of a 
“Missouri” mule pulling at a garment held lightly 
by the overalled Uncle Sam, who is one of the fa- 
miliar figures of Oshkosh lithography. 

The Clowe Mercantile Co., Dexter, Mo., tested the 
maker’s boast of rip-proof quality by tying a huge 
boulder to an Oshkosh suit and suspending this com- 
bination from a stout rope anchored in the upper cor- 
ners of their window. They strengthened their dis- 
play by inviting their audience to guess the weight of 
the rock, and offered a suit of overalls and a prize of 
five dollars for the most accurate guess. 

Visualization by dealers of the importance of 
overall business was the purpose of the contest ac- 
cording to C. E. Wittmack, sales manager, who in- 
itiated and supervised it. “During the War,” says 
Mr. Wittmack, ‘when everybody was spending money 
freely, the retail merchants, as a class, seemed to lose 
sight of the fact that one of the mainstays of their 
business was the trade of the high-class overall wearer. 
As conditions, including commodity prices and com- 
petition, returned to a normal basis the steady every- 
day buying of high-grade overalls loomed larger and 
larger. Our idea was to educate the retailer to the fact 
that it pays him just as well to display overalls as to 
show clothing and shirts. Especially in small towns 
and cities the display of work clothing in the window 
is important. If this is not done regularly the overall 
wearers who comprise 75 per cent of the trade of such 
stores get the impression that the store caters only to 
the sporty dresser, and they are apt to pass it up.” 





Richmond Boosts Local Products 


Displaymen Devote Windows to Instruction of Citizens 
in Their City’s Industrial Strength 


NOW RICHMOND” was the slogan of the mer- 
chants and niariufacturers of Richmond during 
the recent celebration of “Richmond Forward 
Week,” when the windowmen of the city became 

the spokesmen of the city’s industrial interests and revealed 
to fellow-townsfolk the varied and manifold character of 
the Virginia capital’s industry. 

The “forward” movement was launched by the Richmond 
Chamber of Commerce as a boost for the city and business 
houses, manufacturers, wholesale houses, etc., contributed to 
a tund of $275,000 to be used in advertising civic advantages. 
Of the celebration, Charles L. Jones, advertising-display 
Manager for the J. B. Mosby Co. says: 

‘In reference to the windaw displays during this move- 
Ment, the various department stores simply displayed the dif- 
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ferent goods that are manufactured in the city. Our store 
featured A. S. Kratz Folding Paper Boxes, a very attractive 
display, showing a large picture of the plant ten years ago, 
and a late picture taken in 1925 of the plant as it appears 
today. The idea was to illustrate the growth of this business 
over a period of ten years. Also displayed were boxes of 
every size and shape of the folding type that this plant 
makes, and mention was made on the display card that it 
was the largest of its kind in the South.” 





SIEGEL MANNEQUINS IN PARIS EXHIBITION 

Among the exhibits of interest to the workaday world 
being shown at the “Artistes-Decorateurs Exposition” in 
Paris is a group of Siegel & Stockman mannequins. These 





Siegel Mannequin in Worth Gown at Paris Exhibit 


are remarkable illustrations of craftsmanship in wax work 
and add to the distinctiveness of their lines the beauty of a 
peach-skin finish. Their makers are enthusiastic over them, 
and their agents in the United States, the International Clear- 
ing House of New York, Inc., are equally sure that they will 
win the approval of American displaymen. 

In their presentation, the manufacturers linked with the 
natural charm of the figures the prestige of gowns and 
dresses turned out by the most celebrated houses of the 
French capital. Worth, Gallot, Jenny and Lanvin are among 
those whose products were featured, futuristic lighting effects 
adding to the interest of this unique exhibit. 





REMINGTON OFFERS $5,000 FOR DISPLAYS 

Window display artists will have an opportunity of dem- 
onstrating their creative abilities during the week of October 
11 to 16, when the fifth annual Sportsmen’s Week window 
display contest under the auspices of the Remington Arms 
Co. will be observed. 

The idea for Sportsmen’s Week is to make the window 
say, “Come in and buy the articles you need, now,” and in 
doing this and thereby creating new business and increasing 
profits the window displayman has an excellent opportunity 
of winning one of the cash prizes, from the $250 grand prize 
to those lower in the list, for the photograph he sends in. 

For the best dressed window in each of the three groups, 
$100 will be given. Group 1 is confined to merchants doing 
business in towns of not more than 3,000 population. Group 2 
takes in cities between 3,001 and 6,000 population, and 
Group 3 is for merchants doing business in cities of more 
than 6,000 population. Second prize for the best dressed 
window in each group is $75, and third prize is $50. Two 
second prizes will be given in each group and three thirds. 
In each group, too, there will be six prizes of $25 each and 
fifty prizes of $10 each. In Group 1 there will be 120 prizes 
of.$5 each, and in Groups 2 and 3 there will be 100 prizes 
of $5 each. 
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Change in Window Lighting Constant 


iver Increasing Brightness of City Strects Causes Consistent 





Advance in Store Illumination—Equpment Flexible 


By D. W. ATWATER 


Illumination Bureau, Westinghouse Lamp Co., New York 


T is obviously permissible to assume we 
are all agreed as to the value and impor- 
tance of window displays. We can also 
assure that this fact is fully appreciated 
by all progressive merchants. It is evi- 

denced by the money they invest in their show win- 
dows and by the fact that they endeavor to locate 
their stores not only on the busiest streets, but on the 
busiest side of such streets, always with the -object 
of accessibility to the maximum number of people. 
A successful merchant knows that the more people 
who view his display the larger will be the resulting 
sales. 

Merchandise on display is intended to be seen; if 
not, it might as well be back on the shelf. To see 
we must have light—daylight if sufficiently abundant ; 
artificial light at night or on dark, cloudy days. But 
merely being visible is not all; the successful display 
must be seen by the greatest possible number of 
people and seen to its best possible advantage. 

For the past five or six years the lamp manufac- 
turers and central stations have been conducting tests 
to determine the effect of lighting on the capacity of 
show windows to attract prospective customers. In- 
dependent investigations, varying in method and re- 
sults, all point to the same general conclusion, defi- 
nitely proving that increasing intensities increase the 


Floral Display Window—Illumination of Its Varied Tints Calls for a White Light to. Bring Out Blossoms’ Beauty 


pulling power of windows. More people will stop to 
view a well-illuminated display, the number stopped 
varying with the amount of light provided. It is most 
gratifying to find these facts either known by the 
displaymen or taken for granted as obvious. 


The lighting of the show windows is the one phase 
of illuminating engineering where practice keeps pace 
with the latest developments in the art. It is interest- 
ing to note that the latest handbooks on illumination 
are already out of date regarding the recommenda- 
tions on show window illumination. 


The ever-increasing brightness of our city streets, 
due to improved street lighting and the larger, brighter 
electric signs, has necessitated corresponding in- 
creases in show window illumination. General prac- 
tice as a result today is actually double what was 
recommended a few years ago. 


Due to the similarity in proportions of show win- 
dows, modern lighting equipment is practically stand- 
ardized and the problem of illumination relatively 
simple when not involving elaborate calculations. 


We have available silvered glass, prismatic glass and sil- 
vered metal reflectors, especially designed for low, deep 
windows and similar units for high, shallow windows. <A 
few years ago the use of 100-watt Mazda C lamps, equipped 
with suitable reflectors spaced on 18-inch centers, was con- 
sidered good practice, and the same equipment on 12-inch 
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Colored Light Stops Them 


Passers-by always crowd about the show windows 
flooded with colored light. | Displaymen every- 


where realize that colored light is one ot the biggest assets 
at their disposal for putting their windows across with the 
buying public. The best way to produce colored light is 
with the X-Ray Color-Ray. It is light, strong, and inexpen- 
sive. All first-class electrical dealers carry X-Ray Color-Ray. 


Let the Color-Ray put Punch in your windows! 


The Color-Ray No. 55 is shown above CURTIS LIGHTING, Inc. 


ready to clip on to the King reflector. 1119 West Jackson Boulevard 

All the new Color-Ray equipment in- pho AGO 

cludes four sheets of gelatin in amber, New York—31 W. 46th St. Los Angeles—3113 W. 6th St. 
green, blue,'and red, with each set. 
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centers furnished the highest values in our largest cities. 
Today the accepted standard of illuminating show windows 
at night is to install 200-watt lamps on 12 to 14-inch centers. 
No merchant can afford to have his windows dim by con- 
trast with those of his neighbors. 

In addition to the equipment for general illumination of 
the window, spotlights are available for concentrating on a 
particular piece of merchandise, floodlights to provide a high 
intensity over portions of the display, and footlights to soften 
shadows. We should remember, however, that a show win- 
dow is primarily intended to display merchandise and not 
feature the lighting equipment. The lighting must, and can 
be, designed to conceal the light sources from the vision of 
spectators. This applies especially in corner windows or 
others having more than one side open to view. First the 
equipment itself should be concealed, preferably inset in the 
ceiling or at least by a valance behind as well as in front. 
Then the light source may be shielded by louvres or diffusing 
plates over the bottom of the reflector. This latter practice 
is particularly applicable to automobile sales rooms or open 
windows where the display may be viewed from the inside. 

In order to eliminate the possibility of objectionable spec- 
ular reflections so annoying with polished or dark back- 
grounds, the present practice of dull, light colored finishes, 
including caenstone, should be encouraged. In addition, the 
general brilliancy of the entire window is materially enhanced 
under these conditions. 

In addition to the devices already discussed, we have the 
most important medium of all, color. Unfortunately, many 
merchants and large department stores only regard color 
lighting as a fad, the novelty of which has worn off. It has 
ceased to be a fad; as a novelty it is of little value ,but as a 
medium for the displayman it is a vital necessity. If prop- 
erly used, it is an important factor in merchandising. 

I will admit that floodlighting a window with one vivid 
color, such as red or green, is only a novelty and seldom, if 
ever, enhances the display. Its use in this way might rightly 
be discguraged. On the other hand, when employed by the 
artists who trim our show windows today color should be 
the finishing touch in setting off an appealing display. 
When color is properly used the spectator should not be 
conscious of it but merely feel that the merchandise looks 
particularly attractive. b 

To accomplish this result, color screens or caps should be 
installed after the window is trimmed in order to accentuate 
the predominating colors. For example, a window display 
of evening gowns may consist of garments of several dif- 
ferent hues. To show each to its best advantage, flood the 
window with clear light and attach color mediums to the 
units opposite the principal objects using the same color as 
the merchandise itself. When there is one predominating 
color, as in a display of pink lingerie or a window filled 
with blue shirts, a slight touch of red light in the former, 
and blue in the latter instance, will give a richer, more ap- 
pealing appearance to the goods. Sometimes color devices 
on one or two units will be sufficient. While the observer 
is not conscious that color is employed, the difference in the 
appearance of a window with clear or unmodified light com- 
pared to the same display tinted with color is surprising. 

Up to this point we have only considered the lighting of 
show windows at night, or as a supplement to daylight on 
dark days. To realize as fully as possible on the large in- 
vestment in window space, it is, of course, most essential to 
keep windows working at maximum efficiency during the eve- 
ning hours and after the store is closed, but it is even more 
important to obtain the maximum returns during the hours 
of daylight. Here is a totally different problem. At night 
the 150 or 200-foot candles in the window make it the 
brightest spot in view, far exceeding the one-foot candle or 
less of our best street lighting. The eye instinctively turns 
to the brightest objects, so the problem is simple compared 
to daylight conditions. 

The intensity of natural illumination in our streets, fall- 
ing on building fronts and passing vehicles or pedestrians, 
is usually over a thousand footcandles, reaching a maximum 
of about 10,000 at noon on a clear June day. The daylight 
penetrating into show windows seldom exceeds a few hun- 
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dred footcandles. Thus, the reflections from the plate glass 
window fronts will be brightrr than the objerts on display, 
When the merchandise and particularly the background, js 
dark in color, the window becomes an excellent mirror jor 
the men to straighten their ties and the ladies to powder 
their faces. Show windows, however, are too valuable to 
serve as mirrors. Their displays must be seen easily and 
conveniently. 

The solution obviously is to build up the intensity inside 
the window so that the objects will be brighter than the 
images on the plate glass. The complete elimination of al] 
such reflections in many cases is not practical, and in most 
instances not absolutely necessary. 


In order to provide the values necessary for daylight 
service, specially designed show window reflectors are ayail- 
able to accommodate 500-watt lamps. The installation of 
units of this wattage on 18-inch centers represents good, 
modern practice. Wiring with two or three circuits con- 
necting alternate outlets will permit the use of lower in- 
tensities for dark days or evenings. 

An appreciation of the importance and value of daytime 
illumination is shown by the fact that the four largest de- 
partment stores in New York City have installations of these 
500-watt units on 18-inch centers. In each case.double cir- 
cuits permit reduced intensities for cloudy, dark days or for 
those stores not located on Fifth Avenue, which illuminate 
their windows at night. 





ANIMATED DEVICE NEW WINDOW AID 


A new and novel method of displaying small merchandise 
with animation combining beauty with attraction and sales 
value has been devised in the SHOW-ALL, illustrated below, 
a product of the Penn Novelty Co., 220-22 North Thirteenth 





A Display of Shoes Made Attractive by “Show-All” 


Street, Philadelphia, Pa., manufacturers of high-grade ani- 
mated displays. 

The SHOW-ALL display cabinet is a miniature mechan- 
ical stage with four compartments for display set-ups. The 
curtains are drawn, the scenes changed and the curtains 
opened again, automatically. When the curtains are open 
the effectiveness of the display is greatly heightened by chang- 
ing color lights concealed in the cabinet above the opening. 

This device offers a unique and effective means for dis- 
playing small wares in the window as well as the interior of 
the store. 
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RIM your displays for the multitudes. 

Let the beauty of your windows be as 

irresistibly attractive as your imagina- 
tion and “Sol” Fabrics can make them. 


Give your merchandise the proper setting that 
“Sol” can provide—that unobtrusive back- 
ground that enhances the saleability of your 
goods. 


In 36 guaranteed fast colors, imported “Sol” 
Fabrics are loomed and dyed by England’s 
ablest weavers. A house renowned for the 
excellence of its fabrics for over one hundred 
years. If for any reason whatever “Sol” 
Fabric fades, we will replace not only the ma- 
terial, but refund all actual labor costs as well. 


“Sol” wears as you have always hoped dis- 
play materials would, and the extremely low 
price makes it economical. 


We wish to emphasize our prompt service in 
delivery. A complete stock of every color and 
width insures our customers immediate ship- 
ments. Your satisfaction is our greatest con- 
cern. 


Samples and Color Chart Upon Request 


S. M. HEXTER & CO., Inc. 


Sole Owners 


CLEVELAND, OHIO 
New York Offices: 1140 Broadway 
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No Reason for Sneers at Stocky Trim 
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Style of Window Decried Frequently Is Vital to Selling and Can 
Be Made Just as Interesting as Artistic Type 


By W. A. BERGY 
Display Manager, Schroder Bros. Co., Battle Creek, Mich. 


HE relative values of the “stocky” and the 
“beautiful” window have evoked more 
discussion than any of the other char- 
acteristics of display, possibly because 
they concern the very fundamentals of 

window advertising, a medium so important that suc- 
cessful business in large measure depends upon its 
power in crystallizing favorable sentiment into sales. 

To my mind, there is no sound reason for prefer- 
ring either type of display; there is room for both 
and as worthy a place is held by one as the other. 
Use of either plan is not governed wholly by the 
seasons or the merchandise to be shown, nor should 
it be controlled by a “store policy.” Every display 
installed requires thought, and its productive power 
should be carefully weighed before approval for use. 
The display itself, the merchandise, the “event” —if 
one is in prospect—the season, the weather and the 


buying mood of the public alike require considera-. 


tion in determining the character of the window that 
should be forthcoming. Thought is essential, so 
: 


hroader 


Artful Use of Fabrics in This Display by Mr. Bergy Loses None of Its Attractiveness Through Apparent Bulkiness 


essential that if a displayman is tied down by “store 
policy,” or any other named alibi, he certainly can 
not do justice to his work. There are times when 
the same style of merchandise that was displayed with 
an elaborate setting should be shown in an entirely 
different environment-—and this does not necessarily 
allude to a “sale.” 

My urge to both of the parties to successful dis- 
play—to merchant and displayman—is for that co- 
operation in which clear thinking on the part of the 
latter will produce from his employer the privilege 
of working out some of his ideas. The displayman 
will evolve better and more effective windows under 
this policy, and the merchant will get full value from 
him and his department. 

The beautiful setting or picture window, most fre- 
quently used to mark a change in the seasons and 
sometimes severely criticized, is essential to the pro- 
gram of all stores. Its utility may vary, but it does 
not possess any greater chance of being overdone than 


(Continued on page 46) 
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THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


DAVENPORT-TAYLOR MFG. CO. 
412 Orleans Street 


Bronze Tablets and Changeable Signs 


THE HECHT FIXTURE CO. 
Main Floor Medinah Bldg., Wells and Jackson 


Everything in Display Fixtures 
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ric el Chicago affords the most complete Display Equipment and Decoration Market in the 


' World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
.“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway —~ 


Air Brushes and Accessories 


THE SPANJER-JANES Co. 
1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 





SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co 
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Veiled Sales Appeal Pyramids Profits 


Friendly Greeting to Race Fans Results in Large Increase Over’ 
Volume Produced by Straight Merchandising Displays 


By ELLSWORTH L. DAVIDSON 
Display Manager, H. Lieber Co., Indianapolis, Ind. 


OOSIERDOM first received the inspira- 
tion to endow auto speed contests with 
the thrill of the ancient amphitheatre, 
and, through the efforts of Carl Fisher 
and his associates, brought into existence 
the Indianapolis Spedway, which, from the start, has 
held first place among American auto race centers. 

Annually as Decoration Day nears, groups of the 
most daring drivers of America and Europe gather 
here to demonstrate their prowess, and thousands of 
the native-born throng the course.as the elimination 
races are held. When the speediest machines have 
qualified for participation, hotels are packed and the 
homes of the city are thrown open to the hosts of 
visitors, who flock to this mecca from all parts of 
the country. 

It is easily the premier event of the year to In- 
dianapolis, and, in keeping with its importance, mer- 
chants and advertisers have taken pains to capitalize 
the occasion in creating good-will among the sojourn- 
ing. Temptation to profiteer at the expense of the 
visitors has been reduced by vigilant effort on the 
part of the far-seeing, and friendly windows and 
friendly advertising proclaim the merchants’ desire 

° 











The “Movie” Window That Sold Six High-Priced Outfits 


that their guests shall have a holiday free from the 
usual abuses. 

The H. Lieber Co. is one of. the oldest art and 
photographic supply houses in the city. Its activities 
are varied, involving manufacturing and blue print 
photography, but its Washington Street store is an 











Stationery Display Made Attractive by Colorful Background 


art center in which the choicest offerings in art sub- 
jects, gifts and photographic materials are shown. In 
addition, there is a motion picture division and one 
of the latest developments has been the addition of a 
department featuring the Cine-Kodak, a machine for 
making “movies” at home. 

It was our desire over Decoration Day to extend 
a friendly greeting to visitors and yet to tie-up with 
the event in such a fashion that the whole effect of 
the window would not be a message of “We have the 
stuff you need for the holiday; come in and help us 
make a profit.” 

Starting with this premise, I built a display of 
parts of Indianapolis-made autos, Marmon, Duesen- 
berg and Stutz being prominently featured. The back- 
ground represented a checkered flag with the front 
wheels, axle, radiator and hood assembled so that 
they appeared to be coming through the flag. The 
effect was as though the rest of the car was beyond 
the flag. On this banner was the slogan, “INDIAN- 
APOLIS-MADE CARS ALWAYS IN THE LEAD.” 
Throughout the windows were photo enlargements of 
the Speedway and race cars with drivers from as far 
as 1909 up to the present day, giving a complete 
photo study history of our Speedway. 

In one window field glasses, $12.50 specials, were 
shown. Only about a dozen glasses were used in the 
display, but this window sold forty-three pairs at 
$12.50 and numerous others at prices ranging up to 
$75.00. 

In the center window the only merchandise used 
was a group of character dolls from our gift depart- 
ment. No record was kept on this window, but it 
sure moved a lot of gifts. 


(Continued on Page 37) 
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SHOW IT 


WITH 


MOTION! 


The NEW Way to Dis- 

play Small Merchan- 

dise With Animation Is 
With a 


SHOW-ALL 
DISPLAY CABINET 


A miniature mechanical stage 
holding four display set-ups, 
automatically closing the cur- 
tains, changing the scenes and 
operating a four-color chang- 
ing light effect. 


ARTISTICALLY DISPLAYS 
ANY SMALL ARTICLES IN 


be TR SE : ; THE MOST FORCEFUL 
SHOW-ALL WITH CURTAINS CLOSED MANNER EVER DEVISED! A DISPLAY IN THE SHOW-ALL 


WRITE TODAY FOR FULL INFORMATION 
PENN NOVELTY COMPANY 


220-222 North 13th Street Philadelphia, Pa. 








National Advertisers: 


Have you seen the cast bronze dealers’ signs we 
are making for Winchester-Simmons? 


os 5 Here are everlastingly beautiful signs you can 

offer to your selling connections at very low prices. 

1 OF 1 ] 4 They reflect the quality of your product and give 
undoubted tone to the stores wherein it is sold. 





cast bronze easel signs made by The House of New- 
man for When Stores throughout the middle west. | Your dealers surely will appreciate the attraction 


Something of equal class, dignity and long life and sales value of these business boosters. 


should grace your show windows. | Whether or not you now use bronze signs, write 
May we offer suggestions, send catalogs and us about the nature of the design and we will quote 
quote our low prices? | you promptly. 


Sign Salesmen Needed! 


Make big commissions selling Newman Signs. At present we have openings for 80 live wires— 
men who can sell brass, bronze and changeable-letter signs to stores, banks, building owners, theatres, 
churches, etc. 


NO CLOSED SEASONS! EVERYBODY IS A PROSPECT!! YOU FIX YOUR OWN 
PRICES!!! 


We furnish two big catalogs, order books and samples. We handle all accounts. You act as our 
representative and are paid liberally for your work. Write for details today! NOW!! 


THE NEWMAN MFG. CO. 


420 ELM STREET, CINCINNATI 
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W.D.A.A.Forum Open to Displaymen 


New York Convention to Give Full Play to Expression of Ideas 
by All Comers—Hauick to Supervise Installations 


AMUEL J. HANICK has been appointed chair- 
man of the Installation Committee of the Win- 
dow Display Advertising Association’s annual 
convention to be held October 5, 6 and 7 at the 
Hotel Pennsylvania, New York. He has issued 
an invitation to windowmen to attend this 

gathering and to share in the benefits which the displays 
and educational addresses presented to the assembly will 
provide. 

Delegates and visitors will have an opportunity during 
this trip to stop over at Philadelphia and view the sesqui- 
centennial exhibition, and Mr. Hanick will furnish informa- 
tion regarding this and kindred items of interest to those 
contemplating attendance. 

It is pointed out that visiting display managers and win- 
dow trimmers may join in the discussions and interrogate 
the speakers with reference to the subjects under debate. 

Mr. Hanick is leaving no stones unturned in his efforts 
to shape an interesting and educational program in. which 
food for thought for both national advertisers and window- 
men will alternate. Among the features now slated is an 
address by a representative of the Dennison Manufacturing 





Typical F. L. Wertz Display at Philadelphia Exhibit 


Co, in which the place of the window service man in national 
displays will be enlarged upon. A feminine speaker will 
discuss ihe subject, “Why a Display Organization?” cover- 
ing a variety of issues pertinent to efficient national window 
advertising. 

The convention committee is laying much stress on its 
desire tu afford ease for expression of ideas by display man- 
agers. Facilities for demonstrations will be unhampered 
and every man who feels that he has a message for the con- 
vention is invited to participate through window installa- 
tions or addresses. 

The exhibition recently held at Houston Hall, University 
of Pennsylvania, in connection with the twenty-second annual 
convention of the Associated Advertising Clubs of the World 
was unusual this year in permitting exhibits other than those 
applied to wallboard spaces One of the largest and most in- 
teresting was that of Frederick L. Wertz, display counsel, of 
New York City, and secretary-treasurer of the Window Dis- 
lay Advertising Association. 

The exhibit consisted of three actual windows, the center 
one being twenty-four feet wide by twelve feet deep, with a 
smaller one on each side. 

The idea behind the Wertz exhibit was to show complete 
window effects as they would actually appear to the passerby 











Einson-Freeman Co. Exhibit Rack Used at Philadelphia 


in the street rather than to exhibit a quantity of individual 
pieces of advertising display material. 

One of the most impressive achievements of the Wertz 
organization has been their window display creations for the 
Dodge Automobile Company. Oddly enough, heretofore none 
of the automobile manufacturers have realized the merchan- 
dising opportunities which their windows possessed, and, out- 
side of a few individual displays or a few traveling displays, 
no general attempt has been made by automobile manufac- 
turers to coordinate their windows with other advertising. 


Dodge Brothers, however, began this spring to feature the 
safety and protection afforded by the steel construction of 
their passenger car bodies, and released to a large percentage 
of the Dodge dealers collossal window display material de- 
signed to coordinate with this story as presented in the 
national advertising. 


The first of these displays, as shown in the Wertz window, 
was arranged with an actual steel body stripped of all cover- 
ing so as to show the structural members. About this was 
grouped the giant lithographed pieces supported on the Wertz 
Flexible Display Stand. These groups showed the results of 
modern progress made possible through the use of steel con- 
struction. One group was the early Spanish galleon, behind 
which was the clipper ship, and, towering over the whole, the 
modern steel Atlantic liner. Another showed the early De 
Witt Clinton steam engine, with the later wooden coaches, 
backed by a roaring Twentieth Century Limited. The third 
group showed the early log cabin trading post, behind which 
was a frame store of later construction, with the steel-ribbed 
skyscraper towering over all. The fourth group presented 
the New England bridge with the later form of bridge con- 
struction behind it, and the modern cantilever steel type 
bridge dominating the group. Appropriate signs showed that 
only steel made modern construction safe or possible. 

Among the lithographers who made special attempts to 
capitalize the value of the recent Window Display Advertising 
Association departmental meeting at Philadelphia was the 
Einson-Freeman Co., which assembled a huge array of their 
products for the occasion. 

Racks were built to hold the elaborate showing which the) 
had prepared, and here were massed on three tiers of shelves, 
representative groupings of lithographic pieces, together witli 
the merchandise which they feature. The wide range of this 
company’s. activities were revealed .through the number of 
subjects which they covered, embracing fancy ales and min- 
eral drinks, cigars, tobaccos involving such campaigns as 
Lucky Strike,.Blue Bear, Serene Mixture, Tareyton, Bulli 
Durham and Natural, peanuts, candies, glue, spectacles, and 
a host of other commodities. Special windows showed actua! 
displays in which a variety of their clientele’s wares were 
given prominence. 
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n Display Fixtures Should Display Merchandise 
The Display Fixtures shown are carried in open stock and are packed to order. | 
| 1. No. 5102— 6” Shoe Display Stand. 10. No. 514172—14” Round Top. 
; 2. No. 5129— 9” Shoe Display Stand. 11. No. 5140!14—12” Round Top. 
3. No. 5130—12” Shoe Display Stand. 12. No. 5139%4—10” Round Top. 
4. No. 5131—15” Shoe Display Stand. 13. No. 514444—Conf. Top for Pat. Dis. Stand. 
5. No. 5144—Shoe Top for Pat. Dis. Stands. 14. No. 5091—15” Display Pedestal. 
p 6. No.-5139—9” Patented Display Stand. 15. No. 5090—12”, Display Pedestal. 
; 7. No. 5125—Small Heel Rest. 16. No. 5089— 9” Display Pedestal. 
8. No. 5146—Card Holder. 17. No. 5088— 6” Display Pedestal. 
9. No. 5140—12” Pat. Display Stand. 18. No. 5143—Oval Top for Pat. Dis. Stand. 
P A Few 
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Merrill’s Ingenuity A Display Asset 


Style Shows and Intriguing Windows Produced by Young 
Kansan Bring Results at Slight Expense 


LO” ZIEGFELD can take his pick of these 

United States when he chooses his glit- 

tering choruses, but in a surprising num- 

ber of his productions the charm and 

loveliness of middle-western femininity 

has been given preference by this acknowledged con- 
noisseur of beauty. 

Hence middle-western style shows are likely to 
disclose all of the varieties of pulchritude which these 
regions boast and their scope includes a range that 
embraces the blonde, “said to be preferred by gentle- 
men,” the titian-haired, and the ubiquitous brunette. 

All of these advantages were apparently under- 
stood by Charles A. Merrill, display manager for Max 
Dannenbaums “The Leader Store,” Parsons, Kansas, 
when he determined to stage a style show in connection 
with the local showing of the screen version of “Irene.” 

In collaboration with the management of the Best 
Theatre, he planned a feature addition to their bill 
in which the latest and most popular modes would 
be paraded before Parsons folk by models chosen 
from among the store’s younger patrons. 

Eleven slender young beauties were impressed into 
service, and for three days made their appearance 
twice daily, entering from the wings of the stage over 
a rustic bridge which Merrill had fashioned in pleas- 
ing detail. The cost was negligible, as the models 
were flattered with the opportunity to appear in the 
production and the theatre was pleased to add it to 
their offering, profiting largely through the interest 
which it created. 

Mr. Merrill is not slow in grasping an opportunity 
to shape intriguing displays and to give to his ar- 
rangements a flavor that the staid and straight-laced 


Merrill’s Models Posed Before the Rustic Bridge 


windows seldom obtain. An instance is a_ recent 
hosiery showing in which two leg forms, clad in light 
colored hose were shown just below a canopy re- 
sembling the curtain of a shower bath. Interest was 
stimulated by disclosure of a tiny frill of lingerie 
which was barely visible just below the fringe of the 
canopy. Plaques and drapes of hosiery used at the 
sides of the centerpiece followed conventional lines, 
revealing the color range of the hosiery, while a 
prominent price card expressed the values. Manu- 
facturers’ “dealer helps” stamped the goods as prod- 
ucts of a high-grade hosiery and silk goods house. 

Display managers who lament that they can photo- 
graph but few windows because of “the expense” can 
gain a moral from Merrill’s methods. Photographs are 
essential if the displayman is to share in awards for 
national advertising hook-ups. Merrill knows this and 
has found a solution. “I can always get photographs,” 
he smilingly asserts ; “I trim in odd moments for a Par- 
sons photographer and take my pay in pictures.” 


Legs From an Old Wax Figure Enabled Merrill to Create This Fascinating Hosiery Showing 
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ORDER ONE OF THESE SETS TODAY AT THE UNUSUALLY LOW PRICE OF 


$67.15 


No. 3U Shoe Display Unit Consists of : 


2 DOUBLE PEDESTALS 13 SHOE STANDS 
1 PLATEAU 2 HEEL RESTS 


Carried in Stock for Prompt Shipment in Quincy Walnut Finish 




















Other Sets and Individual Display Fixtures in 
Twelve Distinctive Designs—For all Classes of 
| Built of Genuine Walnut—Finished With Lacquer. Merchandise—At Correspondingly Low Prices. 


Weighted Bases—Metal Connections—Interchangeable ‘ 
Tops. Write for Catalogue No. D80 


QUINCY SHOW CASE WORKS _.:. Quincy, Ill, U.S. A. 
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—™s ow you can mak ns quickly ! 
4 New_you can make good si [1 


4 oa p ave devised cut-out alphabets using sn latest styles ‘ 
Be \ ae of lettering . Each letter in the’ series has been specially de ~ 


Uk sinf ” i signed by lettering artists insuring comietinli good design. Al 
Nel “Our self-aligning feature (PATENT PENDING) enables you Yo ak 













New York NY 
to outline signs sposters perfectly in a few minutes. that oMigadine 
the folder describing 
INEXPENSIVE SIMPLE EVERLASTING 4 th ager re. 





M.S.NAIMARK _______ REDE o eet 
121 EAST 23roSTREET, NEW YORKNY. seeeeeccecrne nee 











HY DOL PLUSH 
Windotrim F'abrics Co. 


WHAT DO YOU NEED? 
Order Now for Fall Delivery 





PLUSHES VELOURS SILKS 
METALLIC CLOTH HEARTSTONE FLOOR CLOTH 
36 East 21st Street New York City 







































4 Displayed by James McCreery and Co., New York 
VALANCES , | POSTER CUT OUTS! 


OUR SPECIALTY 


_ Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 





Duplicating the Current Modes 
in Miniature in the Actual 
Fabrics on Display 







Highly original, 20 inches high, fash- 
ioned posters cut from heavy cardboard 
and mounted on blank card 84x13 
inches for suitable announcements. 








Sold on exclusive basis to one store 
in a city with monthly changes of 
(two or more in set). Write for terms. 











KARL L. B. ROTH ART ADS 
Manufacturer and Designer 
_ FINDLAY, OHIO Marjorie Signer :-: Esther Duckwall 

















110 WEST 34TH ST. NEW YORK CITY 
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Lithography Augments Window Pull 


lowa Display Manager Creates Powerful Display for Full Price 
Hosiery Sale Through Colorful Assistance of Dealer Helps 


OSIERY is purchased more frequently than 
the bulk of other furnishings and receives 
the attention of the merchandiser with 
equal frequence. The rivalry between dis- 
playmen in the production of unusual 

hosiery showings and the keen efforts made by manu- 
facturers to find distinctive means of featuring their 
products has led to a huge array of novel portrayals in 
which the momentary trend toward a wide range of 
color has been valuable. 

Few commodities lend themselves to display with 
as much ease, for in their demonstration the glamor 
of multicolored hues, the symmetry of the wax form, 
the strength of the textile, and the inventiveness of the 
decorator are given full play. Notwithstanding these 
advantages, the interpreters of hosiery values have not 
been able to avoid a deadly monotone, which has often 
had a paralyzing effect upon the sales abilities of their 
windows. 

This is because of the constant propriety of their 
showing, their unvarying seasonable qualities and their 
eternal and unending cycle of repetition. A new style 
of construction in which attraction is based not so much 
upon the goods themselves as upon their utility, and 
in which the utility is implied rather than emphasized, 
is now entering, sweeping around familiar obstacles by 
concentrating attention upon accessories which give the 





Imitation by the Wax Figure of the Display Card Model Created Rare Interest for Mr. Webb’s “Bobolink” Window 








commodities the recognition but do not permit them to 
dominate. 

Wendell Webb, display manager for the Paul Davis 
Dry Goods Co., Waterloo, Iowa, made use of this plan 
in two recent windows in which he based the pulling 
power of his offering upon the colorful influence of 
“dealer helps.” 

The Davis Co. staged a three-day sale of “Bobo- 
link” hosiery, in which the only incentive to purchase, 
aside from the value of nationally advertised goods, 
was an unconditional guarantee and a “money back 
without conversation” pledge on unsatisfactory mer- 
chandise. No price reductions were made, yet the win- 
dows, plus a full-page ad, established a new sales 
record. 

Departure from stereotyped methods was accom- 
plished by making ample use of “Bobolink” lithography 
and window accessories. On the caenstone panels which 
flank the large walnut center in the background two 
bobolinks outlined as in flight were placed and groups 
of pendant birds in flight formation were hung in front 
of these. As the centerpiece an elaborate lithograph of 
Mae Murray, the famed blonde movie actress, was 
shown, paralleled on either side by lithographed land- 
scapes in which a sunset scene served to bring the 
familiar “bobolink’’ into prominence. Smaller  litho- 
graphs of Miss Murray in the foreground balanced a 
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waxed form, with blonde wig, clothed in a negligee, 
which the displayman made to approximate the figure 
in the lithograph. Piles of hosiery, boxed, on stands, 
appeared alongside legforms clad in hosiery, brightly 
gartered, while uncapped boxes, on display stands, sur- 
mounted two drapes of hose. Small counter display 
cards were used on the floor in the center, and at right 
and left for balance. 

In a sale window of “Rollins” hose where the cus- 
tomary appeal of low prices was used, Mr. Webb massed 
his goods, showing strong reserves of boxed stocks 
which were resolved into supports for drapes of vari- 
ously shaded goods. At the top of these he placed boxes 
containing rosette arrangements of single hose in con- 
trasting colors. 

This window, which contains a permanent walnut 
background, was ornamented with a centerpiece in gold 
frame which set off an oil reproduction of a well-known 
Rollins illustration showing a youthful model in negligee 
regarding the sheen of the hose which set off her trim 
ankles. In the right and left foregrounds, artistic 
“Rollins” display cards were used to identify the pres- 
tige-creating qualities of the featured brand. 

The virtues of this window were exploited for an 
entiré week, and the merchandise managers backed its 
message with a unique attraction medium which was 
built around distribution of tickets by a local theatre. 
Each ticket bore.«a number, and the holder was required 
to come to the store to learn if it entitled her to a pair 
of hose. Interest was furthered by a small display 
placed at the theatre and a film screened in connection 
with its regular bill. 

Both sales were successful—so successful that analy- 
sis of their features is instructive. In the first, the 
Davis Co. secured volume turnover without the sacri- 
fice of a dollar of profit, receiving full price for all 
goods sold. In the second, the management went to 
greater pains to insure public interest and lowered 
prices to stimulate buying. It is plain that the first sale 
demonstrates the feasibility of building attention upon 
colorful display accessories furnished by the manufac- 
turer, and that the results were practically upon a level 
with those gained by resort to the more spectacular and 
generally accepted methods embodied in the second. 





REFLECTORS FOR SHALLOW WINDOW 


A ‘certain class of small shallow windows such as em- 
ployed by cigar stores, candy stores, drug stores, have painted 
transparencies carrying the firm name along the top of the 
plate glass of the show window. For the lighting of this 
class of show windows the merchants have been demanding 
an efficient window lighting reflector which will perform the 
dual service of lighting the sign as well as the trim. 

The Pittsburg Reflector Co. has just brought out a new 
silverplated glass reflector which is designed to cope with 
the requirements of this situation and catalogued as No. 102. 





UNFURL HUGE FLAG TO HONOR ROYAL GUEST 


When Crown Prince Gustave Adolph of Sweden came to 
Minneapolis recently, Display Manager L. O. Benson, of 
the Dayton Store, extended his store’s welcome to the royal 
guest through unfurling in his honor what is believed to 
be the largest Swedish flag in America, measuring 40 x 50 
feet, stretching across the building on Nicolett Avenue. 





_ The thirtieth unit of the “When” chain was opened in 
Columbus, Ohio, April 28. The new store contains four 
Stories and basement and will specialize in women’s apparel. 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service 


Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 
ested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have 
the information you want on file, we’ll find out for 
you. Avail yourself of our incomparable service 
facilities without cost or obligation. This service in- 
cludes an analysis of any display problem. 


(J Air Brushes 

(J Animated Signs 

(] Art Prints and 
Reproductions 

C1) Artificial Flowers 

1 Artificial. Snow 

L] Art Screens 

1 Art Studies 

1) Backgrounds 

() Background Coverings 

1) Books on Cardwriting 

(1) Books on Display 

1) Books on Draping 

(] Booths and Floats 

() Brushes and Pens 

(] Cabinets—Revolving 

(] Card & Mat Board 

(] Cardwriters’ Materials 

[] Cash Carriers 

(] Chairs and Seats 

1) Color Lighting 

C_) Counters and Shelving 

(J Crepe Papers 

(] Decorative Papers 

CL] Decalcomania 

1] Display Furniture 

(1 Display Forms 

] Display Racks 

() Dividers—Show 
Window 

(J Drawings and 
Paintings 

1) Drawing Boards 

() Exhibit Displays 

L] Fabrics and Trimmings 

CL) Fixtures 

(0 Flags and Banners 

(J) Hammers—Window 

_) Lamp Coloring 

1) Lighting—Equipment 

CJ Lithographed Displays 

C] Natural Foliage 

C] Pageants and Exhibits 


1) Plaques (Window) 

_] Papier Mache 
Specialties 

CL) Plastic and Composi- 
tion Pieces 

(] Plushes and Velours 

L) Price Cards—Tickets 

L] Price Ticket Holders 

(] Reflector. 

1 Revolving Display 
Tables 

1] Screens (Background) 

CL] Socks—Window 

1 Show Cards 

|] Show Card Schools 

_] Show Card Service 

LC] Show Card Supplies 

(1 Show Cases 

'] Show Case Lighting 

() Signs—Card Holders 

LJ Signs—Brass and 
Bronze 

1) Signs—Electric 

_] Signs—Wood Letter 

C) Stencil Outfits 

CL] Stock Posters 

C] Store Designing 

(1) Store Fronts 

L] Time Switches 

C] Valances 

[] Wall Board 

[) Wax Forms—Figures 

[1] Wickerware 
Specialties 

C] Window Displays 

[) Window Display 
Service 

] Window Drapes 

L] Window Lighting 

L] Window Shades 

[] Window Trimming 
Schools 

[) Wood Carvings 


CL] Do You Wish a Copy of Their Catalog? 
[] Do You Plan to Remodel Your Store Soon? 
C] Do You Plan to Build a Store Soon? 
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CINCINNATI, OHIO 
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Display Fosters Fresh Fruit Drinks 


Thousands of Druggists Stimulating Business Through 
Tempting Showings of Oranges and Lemons 


By JAMES O. COOK, JR. 
Mgr. Dealer Service Dept., California Fruit Growers’ Exchange, Los Angeles, Cal. 


HE advent of the California Fruit Growers’ 

Exchange in the retail drug store window 

display field was, to our knowledge, the 

first attempt in history of farmers to invade 

the windows of druggists and fountain 

operators. With the exception of the few fresh fruits 
or vegetables on the fountain for display or lunch pur- 
poses, practically every article for sale in a drug store 
is manufactured by man. For that reason, until recent 
years, drug store windows have been the “battle- 
ground” of soap, cosmetic, tooth-paste and other manu- 





A Productive Display Used by the Home Drug Co., Chicago 


facturers, all of whom are energetic window adver- 
tisers. 

For a farmer to break into such company required, 
first, unbounded confidence in the product which he 
desired to advertise for the good of the dealer, and, 
second, careful study and research to determine how 
best to advertise this product in the window of a dealer 
who had never heard of him before he bought a Sun- 
kist Fruit Juice Extractor. 

Fortunately, the Exchange had many years of gro- 
cery and fruit store window display experience, so did 
not break into this new field entirely unprepared. Its 
service force of twenty men was trained to use all the 
materials of a normal window, so a little attention and 
actual practice in this new field soon made them pro- 
ficient drug store window decorators. 

The peculiar thing about the display material dis- 
tributed by the Exchange to develop new fresh fruit 
drinks business for users of Sunkist Fruit Juice Ex- 
tractors, is that no mention of the name of the organi- 





zation that puts out the material is shown in the dis- 
plays. Every piece is designed, primarily, to direct cus- 
tomers into the merchant’s store for a fresh fruit 
orangeade or lemonade, made to order by the merchanit 
himself. These drinks are of the dealer’s own manu- 
facture, and are sold to the consumer, on this display 
material, as such. 

In less than five years this fresh fruit drinks busi- 
ness has grown to tremendous proportions. Over 
30,000 fountains now operate Sunkist Fruit Juice Ex- 
tractors. The business done on these fresh fruit drinks, 
estimated on an average retail price of ten cents per 
drink, aggregate $30,000,000 a year or 300,000,000 
drinks. This is equivalent to three orangeades or lemon- 
ades for every man, woman and child, per year, in the 
United States. Daily sales average very close to a 
million drinks. All this has happened in the short space 
of four and a half years—the result of the effort of a 
group of farmers out on the Pacific coast who felt that 
this outlet for their product was one that would prove 
profitable to the dealer, the consumer and themselves. 

These fruit drink windows are different from all 
other drug store windows, in that real oranges and 
lemons are usually a conspicuous part of the display. 
Fruit in a drug store window is rather an unusual thing, 
and for this reason alone these windows attract atten- 
tion. Citrous fruits, with their bright orange and yel- 
low colors, are appealing to the eye and are appetizing 
in appearance. Backed up with the beautifully illus- 
trated display material that is furnished, free of charge, 
by the Exchange Dealer Service Department, the com- 
bination is irresistible. 

The Reeb Drug Co., Ninetieth and Euclid Avenue, 
Cleveland, bought their extractor and set it up for 
business on a Tuesday, and their window was dressed 
the following day. Although new to the fresh fruit 
drinks business, and in the face of keen competition 
from bottled drinks, they sold 250 orangeades and 
lemonades from Wednesday to Saturday night. The 
Owl Drug Co. put in a display in the middle of a 
week at their Clark and Madison Street store in Chi- 
cago. By Saturday noon they had sold 528 orange- 
ades as compared with a previous weeks’ business of 
176 orangeades. This display was first used on March 
11 and was so successful that fresh fruit drinks were 
featured throughout the summer every week. 


In spite of unfavorable weather the Home Drug 
Co., Chicago, secured a remarkable return from a dis- 
play in one of their stores. This produced a volume 
totaling 1,200 orangeades and 600 lemonades for one 
week, or $185 worth of business from these two 
drinks alone. ‘ 

The demand from Extractor owners for this dis- 
play service is increasing rapidly each year. 
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Cannot Afford to Overlook Window 


Manufacturer Does Not Get Full Benefit of His Adver- 
tising Until Dealer Links Up Through Display 


By W. RUSSEL GREEN 
Charles E. Hires Co., Philadelphia, Pa. 


O matter where else a manufacturer advertises, 

he should never neglect the point of purchase. 

We know that in our field of endeavor much 

advertising is lost without that final punch 

delivered at the place where the customer can buy the 
goods. 

After all, advertising forms a chain, each link of 


Us pure 





“Hires” Steins and Dispensers Feature Their Displays 


which is important, although no two links are of equal 
importance. In the sale of soft drinks we are con- 
vinced that as far as a fountain beverage is con- 
cerned, the most important link in the entire chain is 
at the dealer’s store. Many firms tell their story 
wonderfully in magazines, newspapers and on the bill- 
boards, but fail miserably when it comes to the final 
step—the retail store. 

We have used paper trims to paste on windows, 
card displays of various sizes and kinds, and are con- 
vinced that the display in the window should link 
up with the rest of the advertising campaign. We 
believe that the firm does not get one hundred cents 
in value for its dollar in newspaper, magazine or bill- 
board advertising unless it links this campaign with 
the dealer’s window. Our display material, as 
might be expected, draws special attention to the 
sales promotional media which we have developed for 
dispensing. The familiar stein, which, in these Vol- 
steadian days can only mean “Hires” to the man-in- 
the-street, is constantly shown. The brass bound cask 
which is the familiar source of the foamy “Hires” 
brew also has its place. The life-size “Hires’ girl, 
who smiles from the show window ,extends a char- 
acteristic stein to the passer. Gold-framed shadow 
»oxes bring the glow of the spotlight to the gleaming 
porcelain syrup container which finds its place on so 
nany fountains. , . 
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Sterling 


ell Ligh ted 


ON BORD Shov Cases 


Sell 
More 


Get This Better Lighting 
for Your DISPLAY CASES! 


A new and improved light for Floor and 
Wall Cases—made by the makers of the 
popular Sterling STIPPLE Reflectors for 
Show Windows. It’s 


Sterling KAS-LITE 


A unit that does not obstruct the vision, produce 
glare, cast shadows or interfere with the appear- 
ance of the display case. 


Produces a brilliant volume of “true” light and 
distributes it uniformly upon the display. Helps 
sell more goods. Equally valuable for all-glass 
or wood frame cases. Complete information 
mailed on request. 


Reflector & Illuminating Co. 


Representatives in Principal Cities 


1403 Jackson Blvd. Chicago, U. S. A. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1) L. F. Jodry, Robert Koerber, Ft. Wayne, Ind.; (2) F. E. Osborn, Seidenbach’s, Wichita, Kans.; (3) W. K. McGee, 

L. H. Field Co., Jackson, Mich.; (4) Harold L. Braudis, recently Meekins, Packard & Wheat, Springfield, Mass.; (5) 

' R. G. Fahey, R. A. Watson Dept. Store, Inglewood, Cal.; (6) E. P. Lavin, Yowell-Drew Co., Orlando, Fla.; (7) E. R. 
Eppel Jr., O’Brien-Jobst Co., Peoria, Ill.; (8) Paul L. Wertz, A. Livingston & Sons, Bloomington, IIl. 
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THE MOST SENSATIONAL 


DISPLAY UNITS 
AT A MODERATE COST 


Our New Mode 
Statuesque Fig- 
ures and Wood 
Cut-Outs are the 
most popular 
items ever pro- 
duced for every 
class of mer- 
chant. What 
does it mean to / 
you to get a high | ~ 
class display at \ 
a moderate cost? 
Your windows 
demand a change 

for the better. 


GET THESE 
FIGURES 


Send For Our 
Illustrations and 
Folder 








ANGLO DISPLAY FIXTURE CO. 
Manufacturers of Complete Display Equipment 
See General Folder 
246 WEST 38TH ST. NEW YORK CITY 
































_ Fine Arts Papier Mache Corp. 


149 West 24th St. New York City 
Telephone: Chelsea 8190 


Designed and Executed Many of the 


BUILDINGS and BOOTHS 


at the 


SESQUI CENTENNIAL 
1926 EXPOSITION 


Philadelphia, Pa. 


And is Prepared to Build for 


DEPARTMENT STORES and 
NATIONAL ADVERTISERS 


SPECIAL DECORATIVE AND 
HOLIDAY DISPLAYS 


Booths, Floats and Window Displays 


We Specialize in Spanish and Other Periods, 
and All Forms of Displays for CONVENTIONS 























Making the Store A Business Home 


Good Lighting and Accessibility of Goods Put Patron 
at Ease and Make Him Feel at Home 


By JOHN F. KEYS 
Secretary, Prather-Marquis Co., Seattle, Wash. 


HEN a customer enters a retail establishment hie 
hopes to find pleasant surroundings, goods for his 
purchase kept at least in clean, neat display, and 
he wants a certain amount of service. 

Merchants in this day and age are supposed to be dealers, 
not storekeepers. Fifty to one hundred years ago they ran 
ture stores. Goods were piled high on the counters aid 
boxes, and there was always a lot of pulling and hauling 
necessary to get the particular bolt out of the pile in order 
that the purchaser could buy a portion of it. Buying a suit 
of clothes brought on almost the same sort of a battle be- 
tween the clerk and the merchandise. In those days the popu- 
lace bought merchandise. This is a day when it is sold. 
Many progressive merchants have done away entirely with 
the counter plan and have wall or display cases for their 
goods. Many of them, though, still cling to the old idea, 
using valuable space for worn-out, flat-top, wooden counters; 
yet they must see that the merchant next door, who has inl 
stalled modern fixtures and who is really displaying his 
goods, is running away with the most of the trade. Another 
thing is that we demand service—are going to have it. If it 
is a question of food, we insist on clean linen, shining silver, 
pleasant surroundngs and that our needs be supplied by a 
party who shows a certain amount of deference to our tastes, 
coupled with a lot of courtesy. We do not want food only; 
that could be had out of a paper sack or off a board. We all 
buy atmosphere and are willing to pay for it. 

The same thing is true in regard to a merchandising 
establishment. Though the goods we buy at one place may 
be the exact duplicate of those carried at another, yet we 
are satisfied with our purchase from the first establishment 
while we think the other stock must be second or third rate. 
Atmosphere entirely lacking! Out in northern Oklahoma, in 
a town of possible fifteen thousand souls, a few weeks ago 
I ran across what seemed to me to be the nearest approach 
to a real mercantile establishment I had ever seen. Okla- 
homa is famed for its oil wells, civil wars and novel ideas 
along many lines, and it may be only consistent that she pos- 
sess mercantile establishments second to none. At any rate, 
as I stepped in to call on this merchant I was struck at once 
by the pleasing atmosphere of the place as regards lighting 
and display effect. Instead of a lot of glaring electric bulbs 
strung in long rows and fairly bursting in one’s eyeballs, as 
is so often the case, the whole room was comfortably filled 
with soft, grayish white light. The objects in the rear of the 
room were to be seen as plainly as those near the front door. 
This merchant wasn’t trying with all his might and ingenuity, 
or lack of it, to keep the goods he had stocked. His main 
business in life seemed to be to sell his merchandise and he 
was employing a roomful of common sense to help do it. 
Each wall case had a section, about the level of one’s eyes, 
where goods, like those kept in the glass-fronted drawers 
below, were on display; each case was well lighted by a 
hidden fixture. The few floor cases that he had were also 
individually lighted. The goods in these cases and cabinets 
did more than invite your attention—they compelled it. | 
venture to say that this merchant’s incidental sales from such 
an arrangement were equal to the sales of those articles for 
which his customers had specifically entered his place of 
business. Simple, intelligent, common-sense display. It was 
like entering a beautifully appointed home where one feels 
a sincere welcome as soon as he crosses the threshold. You 
went into this store to secure the article some manufacturer 
had created for your ultimate consumption. You felt a per- 
sonal interest in that article when the necessity for its pur- 
chase arose in your mind. This merchant was showing you 
by his care of the article, by his fine arrangement and display, 
that while it was in his possession he was taking the very 
finest care of it; you were complimented that he had handled 
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it for you; you were pleased that it had passed through his 
business home. 

i do not think that the idea of the business home has been 
developed nearly so far as it might be. Enter a man’s resi- 
dence and he will take particular pains to make you feel 
welcome, will anticipate your needs, look out for your com- 
fort. Enter his business home and you are struck—the word 
is not too emphatic—with the many things he has un- 
thoughtedly done to make it hard for you to secure the article 
you desire to purchase, the handicaps he has placed in your 
way. In many instances you feel anything but at ease or 
welcome in his establishment. Sometimes you get the idea 
before you leave that he is even conferring a favor in allow- 
ing you to enter the place. Ofttimes his highest paid sales 
people seem to go a little out of their way to make sure that 
you do get just that idea. Many little conveniences or com- 
forts which could be installed in our retail places, that would 
add immensely to the pulling power of the establishments and 
would go a long ways towards carrying out this “at home to 
you” effect have been left out. Hardly a one that hasn’t an 
odd corner, where a comfortable bench, seat or a few easy 
chairs, a beautiful lamp and a free telephone could be made 
popular in just a few weeks as a meeting place for shoppers 
and which would go farther than hundreds of dollars spent 
through the advertising department. How many times do you 
recall seeing the owner or manager of a retail establishment 
sitting at his desk or in another part of the store almost glar- 
ing at you when you enter the place. Not even so much as a 
cordial nod, a little courtesy on his part that would have left 
a much warmer feeling in your mind for that store than the 
stare that you received. 

3efore we leave the matter of display of merchandise, let 
us consider some of the things that are being done by the 
large chain store systems. Woolworth, who built the tallest 
building in the world through one of these chain systems, is 
said to have conceived his display plan from seeing a negro 
iruit peddler selling his wares. The story goes that Mr. 
Woolworth, then conducting one of our 1,890 model depart- 
ment stores, at a time when business was neither better nor 
worse than usual, saw the negro push his flat-top, two- 
wheeled cart past the door. Mr. Woolworth purchased an 
orange, glanced over the cart, selected an apple, and idly 
inquired, “Why don’t you build some small bins or shelves 
on that cart and get your fruit back out of the weather and 
dust? Something that would be just a little better than that 
flat-top outfit that you have there?” The negro’s reply was, 
“You’se just like my wife. She’s all the time after me to 
build shelves and bins and cover up my stuff. But I ain’t 
gwine to have nothing like that. I want it just like it is. 
‘Taint very high, and anyone can reach over it and pick up 
any apple or banana I’ve got. I don’t want no shelves. I 
wants my stuff out where they can see it. If they can see it 
with their own eyes, they buys more. ’Taint very hard to 
dust off a little now and then, no, suh. You white folks can 
keep your stuff packed away on shelves out of sight all you 
wants too; not this nigger. Anything else, suh?” 

“Yes,” Mr. Woolworth answered, “there will be. I’ll take 
apples, bananas, push cart and all. Move that outfit right 
inside my front door. I'll build that idea right through my 
establishment from the front windows to the back steps. 
You stay with the push carts and show my clerks just what 
you have shown me, and you'll have a job as long as you 
want it.” Whether there is any truth to the story or not, the 
lact remains that the goods sold by this particular chain of 
Stores are well displayed, are out in plain sight where anyone 
can see and reach them,-and I am yet to see one of the clerks 
dig out anything from under a counter unless it was reserve 
stock. And in the matter of stock, the Woolworth chain 
seems to have no pets that it wants to keep, and it does make 
It very easy for anyone who enters one of their establish- 
ments to purchase something else and more than just the 
specific article that he came in for. As a whole, I do not 
belicve that the goods this system sells are any better, or that 
the pricas are materially lower than those of any of a dozen 
othe ‘ merchants in a community. Seldom does one see the 
Woolworth concern buying. columns of newspaper space, but 
Ituses display from window to rear counter. 
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Schack’s New Wonder 
Light at a Wonder 


Price 





Place Y our Order Now! 


Schacks new Wonder Lights (Spot or Flood) 
are made of Rayalium, the only metal in the 
world that will not corrode, rust or tarnish. 
There is no breakage and the lamp will not burn 
off like glass with a mirror back. They will last 
a lifetime. Guaranteed for twenty years. Each 
lamp is equipped with shutter, 4-foot cord, 6 
color screens and standard screw base plug and 
socket that will fit any installation. Send in your 


order today. 
" 5 QO Genuine 





Genuine 
Duco Duco 
Finish Each Complete Finish 


Electric Lamp Not Included—Use a 200-Watt Mazda 


Type A. Spot or Feature Light 
has a very brilliant center 
beam about 36 inches in diam- 
eter and is used for featuring 
some particular item in the 
window. 


Type C. Flood Light has no 

center beam, but throws a 

uniform flood of light or color 
over the entire window. 


State kind wanted when ordering. 
Extra Color Screens 20c each. 





Send for Schack’s New 
FALL FLOWER BOOK 


Just off the press. Illustrated in 4-color process 
printing; contains hundreds of new ideas for 
the coming Fall season. 


It’s Free for the Asking! 


SCHACK ARTIFICIAL 
FLOWER CO. 
mus omens acter CHICAGO "Eretz Seer 
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NDIANAPOLIS prides her- 
self upon her proximity to 
the center of population, 
and, with some justice, de- 
scribes the intersection of 
Washington and Meridian 
Streets, her two principal 

business thoroughfares, as “the  cross- 

roads of the continent.” On the south- 
west corner of this busy highway junction 
stands the L. S. Ayres & Co. Department 

Store, an institution with an influence that 

has spread for a hundred miles around 

Indiana’s capital. The smartness and 

modernity of its ultra-fashionable win- 

dows are produced by the skill and artistry 
of J. R. Patton. Of his career as a dis- 
play executive, Mr. Patton says: 

“Going back to the beginning of my 
business experience takes me to a little 
town in Ontario where I got my first 
lessons in merchandising. 

“At a very early age, ambition prompt- 
ed me to go out in the world in search 
of a fortune, which seemed to me, then, 
very easy of accomplishment. Packing 
my grip and with about eighteen dollars 
in my pocket, I landed a job: in Syracuse, 
N. Y., with the firm of Dey Bros. Co., 
then doing business in their original building. Coming from 
a cooler climate and arriving in a hot month of a hot summer, 
I took my place behind the cotton goods counter, on a wooden 
floor directly over the big boilers in the basement. 

After remaining here some time I was transferred to the 
lining department under a man I soon found to be very selfish. 
I was told by him when I had sold enough, while he usurped 
most of the sales by unfair methods. As this condition was 
unbearable, I reported to the management, with the result that 
he was removed and I was made head. 

“One little incident which I remember happening in this 
department was when a lady and her five-year-old daughter 
came to the counter to make a purchase. The assistant I had 
then was a man about six feet two inches in height, and the 
best I could do was about five feet five. After the little girl 
had compared our appearance in height for some time, she 
turned to her mother and whispered, “Mother! What is that 
man standing on?” 

“From Dey Bros. Co. I went to D. McCarthy & Sons, of 
the same city, who were at this time occupying their new 
magnificent building, one quite in advance of the times. Here 
the superintendent was agreeable to paying me my price on 
condition that I would not use the advance as a leverage with 
the other firm and remain there. This I promised not to do, 
so when the time came to inform my former employers of my 
intention of leaving, I was confronted with no less personages 
than all three members of the firm. To say the least, I was 
scared the same as if I stood before three judges awaiting 
my sentence. Today I would have judged the procedure a 
compliment. They wanted me to stay, but I had given my 
word. 

“T started my work in the new place in charge of the 
lining department, but after a short time I was transferred to 
silks, and then to men’s furnishings. It was while serving in 
these two departments that I unconsciously promoted my en- 
trance into the display field. While attached to the men’s 
furnishings I was, in my spare moments, continuously dressing 
and re-dressing the cases and ledges to see how beautiful I 





THE DISPLAY: WORLD 
Ne nee ee ———— a 
PSUS MMMNUNANALA ASSMAN ANS ANAT ANS AMUN A AE ANS ANS AMS ANS ApS ANS ST AS ANS, 


Who They Are and What They Say 


No. 25—JOHN R. PATTON, Indianapolis, Ind. 
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JOHN R. PATTON 
Display Manager, L. 5. Ayres & Co., 
Indianapolis, Ind. 
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could make them. I had done likewise in 
the silk department draping, for making 
the department attractive was like a new 
toy, and I was enjoying the satisfaction | 
got out of it as well as compliments, 
When these sections began to show my 
efforts, this fact was noticed by the man- 
agement, and, when the display manager, 
who had been slipping for some time in 
his work, due to intemperance, was dis- 
missed, I was confronted by the superin- 
tendent with the following question: 
“Patton, how would you like to take 
charge of the windows?” To say the 
least, I was bewildered by the thought of 
such a proposition, so while I hesitated a 
bit he said “Oh, we will give you more 
money.” I said it wasn’t that I was think- 
ing of, but whether I could handle the 
task. So he said: “Think it over and let 
me know.” Looking up some of my good 
friends in the store, I found them all ad- 
vising me to accept, which I did. So | 
entered the display field in a large*modern 
store with seventeen windows, without 
serving any apprenticeship. What know- 
ledge I had was self-gained. 

“For the few years I was with this 
firm as display manager I kept myself 
busy at original ideas—at least original to me. If it wasn’t 
a mammoth egg with a wax head showing millinery, or an 
exaggerated lily with a wax head as a center, it was some sort 
of a mechanical handkerchief display. I recall one of these— 
the first mechanical piece I ever attempted. With an over- 
structure covered with handkerchiefs, a little scenic drop in 
rear, I showed a river on which sailed a lone sailor in his 
little boat. The vessel, when in the middle of the river, sud- 
denly capsized and the sailor apparently went overboard. 
This was not the case, for when the boat tipped on its side 
toward the back he was hidden from view, while the boat 
drifted on the end of the belt, where it righted itself for the 
next repetition. Just about where the boat capsized another 
sailor, a duplicate of the one in the boat, came up through the 
waves and raising and lowering his arms as if in distress, 
appeared three times and then sank for good until the scene 
was repeated. 

From this on I frequently constructed mechanical effects 
along with the general displays of merchandise. I had many 
occasions while in the store to test out my ideas along several 
lines. One was settings for display of foreign merchandise 
shown collectively in a specially arranged setting, usually on 
some upper floor where the space was available. We called 
it “The Paris Opening.” This happened annually when our 
representative returned from abroad with the merchandise. 
The plans consisted of “crashing” the entire floor space, cov- 
ered and there with Oriental rugs, a raised platform around 
the sides and central places, and all enclosed with a fence of 
some art value. The entrance to the exhibit took on a good 
deal of the ornamental, covered with vines and palms. An- 
other event was a centennial affair where I put on doats, 
exact reproductions of the original and present stores, the 
first being a log cabin. As I remember, these floats were con- 
sidered the best in the line. 

“My next move came when a traveling salesman, unknown 
to me, but who said he had been watching my work, told me he 
had recommended me to J. N. Adam & Co., Buffalo, N. Y., 
and asked me to go and see them, which I did. I secured this 
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position and started work in Buffalo. After being there about 
two weeks I received a letter from the Adams Dry Goods Co., 
Sixth Avenue, New York, to come over in reference to an 
opening they had in their almost completed new store. This 
sounded good to me and I went over, secured the position, 
and entered the New York field. The work desired here was 
more or less of a conventional type, with little or no feature 
work. After remaining in this store about three or four years 
I received a letter from Simpson, Crawford Co., Sixth Avenue, 
who still retained photographs of my Syracuse displays sent 
them while I was in the latter city, asking me to come and 
see them. This I did, and signed a contract to become display 
manager in the finest store building in Boston at the time, 
covering an entire block and ready for occupancy in a few 
months. I think I am correct in saying that I was one of the 
two department heads who remained from the first to the last 
of that great enterprise during the course of its about eight 
and a half years. 

“During these years I had continuous opportunities to 
produce my ideas in the widest sense, and I went to it. Noth- 
ing was too big to attempt and accomplish. It was a wide- 
open field. But coming back after lunch one noon and glanc- 
ing over the noon edition, I became acquainted suddenly with 
the fact that I was to be out of a job. The institution’s stores 
in New York. Chicago and Boston were going to close. 

“I was now ‘out’ for the first time in my life, and I will 
admit it left me feeling a bit queer. However, I went back to 
New York, where I was with the Gimbel Store for seven or 
eight months, and then connected with L. S. Ayres & Co., of 
Indianapolis. Ey: 

“In all my work I have retained some well set ideas. I 
have never been g ‘guess’ man or indulged in snap judgments. 
When I have a proposition to develop, whether it be a golden 
anniversary, a centennial or a civic event, I first find out what 
it is all about, what the store’s interest in it is, if any, and 
how its display features can be handled at the least cost. re- 
taining its chief features, as I have always maintained that 
spending money lavishly is no particularly credit to the dis- 
playman. When occasion arrives for some extraordinary 
event, | let my mind travel along as many ideas as I can think 
up, turning each over and over until the weak ones are elimi- 
nated, then taking what I think is the best for an even more 
rigid examination as to its merits and drawbacks. When I 
have built up what I consider is a good ‘article,’ then, and only 
then, do I go before the management with my proposition. 


Veiled Appeal Pyramids Profits 


(Continued from page 22) 

The other window displayed one complete Cine- 
Kodak motion picture outfit. As this set sells for 
$140, we did not expect to do more than get some live 
prospects, but we sold two outfits before the race and 
the prospects gained from the setting yielded four 
more sales. 

These windows caused more comment than any that I 
have put in with the possible exception of a ship background 
for stationery which evoked much interest. People came into 
the store and remarked to Mr. Lieber that they were pleased 
with our effort to boost Indianapolis, the Speedway and 
Indianapolis-made cars. The best part of the results was 
that the display removed from the viewer’s mind the idea 
that we were only in business to take advantage of the pres- 
ence of the thousands enjoying the occasion. Instead of 
showing them windows crowded with articles that they 
might buy, we gave them pictures of interest to the race 
“fan”—and the store had a better yield, by far, than from 
the installations of the usual type used during previous race. 

The Cine-Kodak window was produced against a dark 
blue background, and on the floor were cut-out letters in 
orange and yellow cardboard. Lettering on the background 
Was of the same construction and color. Our aim was to 
put over the idea to “Make Your Own Movies,” and the Cine- 
Kodak outfit, the only unit for the purpose. 

in my “galleon” background for the stationery display 
I used a screen on which a rainbow in orange, blue and 
White merged into an indigo sea, with whitecaps. 
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Accessories 
for Better Window Displays | 
, me PTTL os * 
9 
™ } 
9 
: 
‘ 
q 
Make Your Window Attractive With || 
Artificial Flowers Glass Shelves Spot Lights ? 
, Artificial Fruit Glass Heel Rests Strip Lights , 
: Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter ‘ 
{ Borders Cloth Thumb Tacks 
}| Bilt-Wel Board Pedestals Valances 
Birch Bark Strips Papier Mache Velours t 
> Novelties , 
Card Holders : i Velour Papers q 
: Price Tickets igi 
Chenille Roping Plush Vines 
, Color Attachments R oa “e Wood Carvings 
Flood Lights sce Wood and Metal |4 
Foot Lights Revolving Tables Fixtures 
. Scenic Paintings Wrought Iron 3 
Gelatine Sh Card Stead 
Glass Stands art — — 4 
v 
’ 4 
Spring Catalogue No. 41 Now Ready 
‘ 
C3 
‘ 
| Doty & Scrimgeour Sales Co., Inc. | 
148-152 Duane Street New York |, 
, Phones: Whitehall 2737-2738 
“Everything for Better Window Displays” , 
oh aoa > >_> -o —-e-2& 2 > > > > 





Specialized Service 
for 
Your Windows! 


Complete Catalog Cheerfully 
Sent Upon Request 


Klee Dispay Fixture Co., Inc., 


Manufacturers 


172 Atlantic Ave., Rochester, N. Y. 
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What When you think of “balloon” pants you 
Snap - associate them with youthful wearers ; 
Windows dapper young collegians may flaunt them 


with a nonchalance that their equally 
slender granddads could never feel. 

There is such a quality as propriety and it is more 
sternly insisted upon than is usually acknowledged. 
Its dictates apply as resolutely to windows as to 
“pants” and it is only prudence to safeguard display 
through observance of its demands. 

Fall is just around the corner and it will call for 
new window interpretations. Fall merchandise will, 
of course, be shown, but can it be made effective and 
properly displayed with the same backgrounds and 
accessories that have been used all summer? 

Window success consists chiefly in expression of 
timeliness, utility and propriety. How can the au- 
tumnal tones of your merchandise be stressed when 
it must run the gauntlet of the same old walnut and 
caenstone, or the same old painted walls? 

There isn’t a man in the profession who can not 
with a little effort give a distinctive appearance to 
his settings—a touch of the seasonal atmosphere that 
will harmonize with his offerings. The brown and 
scarlet of the falling leaves, and the mellowed sun- 
shine of the golden rod should find a reflection in 
their coloring. A grape arbor, an array of chrysan- 
themums, or a lattice into which late flowers is worked 
will lend your window an autimnal air that will give 
a ring of sincerity to your displays. 





Stores The American merchant no longer 
Championing needs the diplomatic urge of his 
Display Advance displayman to provide sound dis- 

play literature. He has already 
learned that it is imperative to keep this member of 
his staff in close contact with the efforts of his fel- 
lows and subscribes to The DISPLAY WORLD to 


THE DISPLAY WORLD 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of 
the month of date of issue. All photographs reproduced become the property of the publishers. 
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Business of Selling. 
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assure this relationship. Voucher checks drawn by 
employers for subscriptions continue to demonstrate 
the hold which the live-wirea window has upon mer- 
cantile life. 

In a recent morning’s mail the circulation depart- 
ment found renewals from Albany (N. Y.) and 
Longview (Texas) department stores, a new sub- 
scription from a show card and national advertising 
service, a San Francisco stationery store, and a re- 
newal from a San Francisco chain store. A depart- 
ment store at Los Angeles and another at Johnstown, 
Pa., sent their vouchers for a years service, as did a 
clothing house at Tulsa, Okla., and a department store 
at Lancaster, Pa. From Hamilton and Bedford, Ohio, 
Oakland, Cal., Williamsport, Pa., Madison, Wis., and 
Louisville came others, their ranks consisting of de- 
partment stores, window display services, display 
counsel and utility companies. 

In almost every instance the cost of the subscrip- 
tion was defrayed by the store in which the subscriber 
was employed. 

Listed as an ordinary item of store expense, the 
renewals are now being ordered for the displayman 
with as little debate as on publications which are de- 
signed for the mercantile executives, and the maga- 
zine’s prestige is advancing with the development of 
this custom. 





Humanizing When Chalmers Hadley was chosen to 
the City serve as theexecutive head of the 
Library Cincinnati Library for the ensuing year 

the Cincinnatus column of The Cin- 
cinnati Post took cognizance of the selection in an 
editorial. 

Mr. Hadley was entitled to further opportunity 
Cincinnatus declared because he had shown progres- 
sive tendencies throughout his administration and his 
willingness to attempt the unusual had reflected honor 
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upon the city. Had he not been the first to perceive 
the humanizing effects which window displays of 
library books would bring to the main building? 
He had installed this unique departure and had 
brought reading into competition with the other 
aniusements of the day advertising his merchandise 
as forcefully as the most alert downtown merchant. 
This enterprise alone Cincinnatus esteemed sufficient 
to warrant the librarian’s retention and advancement. 





More Proof From the columns of the Detroit News 
of Display’s Booster, merchandising auxiliary of the 
Power Detroit News, we take this singularly 

convincing illustration of the importance 
of display in its relation to selling: 

“Into the door of The Peoples Outfitting Company 
came a young couple presumably to pick out the fur- 
nishings for their new home. Under his arm the man 
carried a wrinkled newspaper which he held as if it 
were something very valuable. With a courteous “good 
morning’ the salesman greeted them, commenting on 
the fine spring morning and inquired whether or not he 
could serve them. ‘We’d like to look at the furniture 
which you have advertised in the Detroit Sunday News,’ 
replied the young man, and immediately opened the 
paper showing the ‘Model Rooms’ and the ‘House 
seautiful.’ 

“The salesman knew at once that he had two inter- 
ested prospects, and he also felt sure that the rooms to 
which he was taking them would do the rest. They were 
first shown the beautiful cottage which is built in solid 
and occupies half of one floor. It has a large veranda 
and five rooms which are furnished so that the house 
is cheerful, attractive and comfortable. They were 
then shown each model room, first the kitchenette, 
breakfast nook, dining room, living room, and bedroom. 
All just as the Sunday paper had pictured them. It 
took but a short time for the young couple to make their 
selection and they left the store pleased and satisfied.” 

Stout advertising may have created the interest 
which brought the youthful couple into the store but it 
was the art of the displayman that “closed” the sale. 
As a picture is more convincing than a torrent of words, 
revelation of the goods themselves, surrounded by all 
the enticing allurements of lighting and decoratives 
excels the picture. 





The From “Sheet Steel Service,” house organ of 
Latest the Sheet Steel Trade Extension Commit- 
Recruit tee, we cull an editorial that expresses 

plainly the sense of lost opportunity which 
failure to make use of window advertising has occa- 
sioned in its industry. We read: 


“A short time ago we heard a national authority on win- 
dow decoration talking about the wastefulness of ‘merchants 
who fail to make proper use of their windows. 


“The windows that he happened to be talking about were 
located on State Street, Chicago. We could not help but 
wonder what his comments would have been had he seen 
instead of these windows, which are often regarded as models, 
thc windows of some fifteen or twenty sheet steel contractors 
Whom we had occasion to call upon during the previous 
month. 

“There are times when we almost feel that the window 
mist be useless to a sheet steel contractor—for the wastage 
of the window is all but universal practice. In fact, we 
would be convinced that a sheet steel window display had 
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little or no value only we happen to know of three or four 
sheet steel contractors who really use their windows to sell 
their services, with most excellent results. 

“So, except in the case of the sheet steel contractor who 
is doing a purely contracting business, the sheet steel con- 
tractor who is neglecting his window is neglecting a real 
sales-builder which costs him nothing except a little mental 
concentration in putting in his window display. 

“Every salesman should make it a point to check up and 
talk up sheet steel windows to his contractor customers. 
You will probably find one or two in your territory who 
are now doing fairly creditable work. A check-up on the 
results these customers are getting will help you to seil your 
other customers into a similar practice. Explain to them 
that a good window will help them cash in on the sheet steel 
trade extension campaign. It will make their shops sheet 
steel headquarters in their community. 

“And the results? Well, if the experience of your cus- 
tomers conforms with that of other sheet steel contractors 
there will be a generous increase in business, which in turn 
will mean more business for you. It is the business that 
your customers do that determines the business you get. 

“Why not start out right now to make a drive for better 
sales windows in your territory?” 

It is fair to infer that this appeal presages an effort 


to give greater display to sheet steel and tin plate. 


Confirmation The importance of the window in its 
by the relation to everyday business could 
Scriveners not long escape the attention of such 

astute observers of men and events as 
the feature-writers. These breezy discoursers upon the 
foibles and fads of our times watch closely the trend 
of the social forces which they interpret so humor- 
ously and cynically, and their estimate of value is 
usually sound. They grind no personal axes, although 
they “hew to the line.” 

Now comes O. O. M’Intyre with testimony to the 
real value of window display. M’Intyre, who styles 
himself a modern Pepys, through his daily delineation 
of the oddities and eccentricities of New York, has 
won a standing that stamps him as the foremost 
of the short feature syndicators. 

In a recent yarn of Gotham streets he says: 

“The lure of a window display in crowded sections is 
astonishing. The most concrete evidence of this was in a 
souvenir shop with one window on Broadway. It was 
“bricked” late one night. For two days there was no win- 
dow display. Daily receipts averaged $175. During the two 
days a new plate glass was being installed the receipts fell 
below $20 a day. The first day the window display was re- 
stored the receipts mounted to the daily average figure. 

“Without window displays in New York I doubt that 
few of us would spend money for anything outside of bare 
necessities.” 

And neither can anyone else able to imagine 
what a dreary waste the business centers would be 


without displays. 





Terrible A Boston jeweler’s window shows a 
But Largely beautiful display of wedding rings with 
True an artistic display card calling atten- 

tion to them. Directly at the foot of 
the card, almost a part of the display, is a heavy gold 
“slave link” bracelet. “There is a query in the mind 
of the observer,” says “Inside of the Cup,” house 
organ of the Dennison Manufacturing Co., “Was the 
young window trimmer a cynic, being funny, or just 
simply *dumb?’”’ 
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An Attractive Card 


Stand is Also 
Important 


A well-designed price card de- 
serves an attractive holder. 
Timberlake card stands are 
| | attractive and_ serviceable, 
made to stand hard usage. 
EAM Durability is a strong feature. 
Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
se peals to every careful buyer. 


Other Practical 


Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Millinery Stands. 
Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 


















































SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 


Mr. Jowitt, the author, is internationally’ known as 
an expert teacher and practical show card writer. 


This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 


Why pay for expensive interior or window display 
cards or price tickets? 


Why use poor show cards when this art is so close 
to your pocketbook? 
ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 


ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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NOVELTIES and ODDITIES 
From Here and There 


























HE A. C. Killian Co., Kearney, Nebraska, wanted to 
show “Pop” the latest in evening clothes and in 
such manner that the display would become the 
cynosure of all masculine eyes. So they gave it 

oodles of atmosphere. 
Just where they gathered up the accessories for this re- 





“Pop’s Evening Out” by Guy Tomas, Kearney, Neb. 


markable window would be hard to fathom, but it was balm 
to depressed and suppressed members of the sterner sex. 
Those who feel their pleasures gradually slipping from them 
could observe that the mellow stained glass once so familiar 
in high-class buffets had a dominating influence, and that a 
table groaning with alleged beer, cigars and poker chips held 
the center of the stage. “Jiggs,” hero of the popular comic 
strip, “Bringing Up Father,” was pictured here and there in 
his most happy periods, surrounded with admiring groups of 
titian-haired beauties. Coats flung roughly over chairs, cigar 
ashes and burnt matches on the floor, and a deck of cards 
spilled promiscuously, furnished more of thes Bohemian tone 
which the windowman, Guy Tomas, so zealously sought. 

But all this frivolity and lightheartedness did not dull the 
effect of the clothing display. The dressy tuxedos, the spot- 
less “boiled” shirts and faultless cravats, were so posed that 
they could not be avoided, and space was even found for a 
dressing gown and for a display of shoes. The sales value 
of the window was not ascertained, but it is safe to infer that 
it far outran the customary “dry as dust” and “stiff as a ram- 
rod” type. 

The window was installed during a convention of thie 
P. E..O. Sisterhood, and won a prize offered by that body. 





In the windows of Bing’s O. P. C. H. store at Anderson, 
Ind., Forest Partain, the firm’s displayman, recently displayed 
a showing of golf toggery that set Anderson tongues wagging 
and had their eyes popping for days. It was as if Mr. Partain 
had transported a bit of the local green to his windows an« 






















“Golf a la Window” by F. Partain, “Bings,” Anderson, Ind. 
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prepared his mannikin as a sort of super-golfer whose fault- 
les: clothing and perfect ‘posture became the envy of local 
“golf bugs.” 

\n L-shaped window was adapted to Mr. Partain’s plan, 
and in its well-lighted area a sturdy wax figure clad in the 
nifiiest creation of the year gingerly fingered a beloved club 
as he scanned the course to mark the extent of his last drive. 
A cigarette held lightly between the first two seis of the 
rignt hand added a touch of human interest. 





Novelty in display is always enjoyable when applied to 
goods in which the variety of arrangement is limited. Lin- 


5 





Astrology in Lingerie by E. P. Lavin, Orlando, Fla. 


gerie has been treated to few departures; stands, hangers 
and forms have been the principal methods for arousing in- 
terest. Now comes E. P. Lavin, display manager for the 
Yowell-Drew Co., Orlando, Fla., with an entirely new treat- 
ment which had unusual appeal to the class of patronage to 
which it was directed. 

What woman does not secretly believe that the stars have 
an influence upon her destinies? The renaissance of astrology, 
confirmed by the space given the subject by the leading maga- 
zines, is recognized in Mr. Lavin’s display, in which the 
controlling forces of the zodiac, and particularly those con- 
stellations in the ascendancy at the time of the installation, 
were dramatized in silks grouped in a huge circular holder 
following the color scheme prescribed for birth stones of the 
months catalogued. The rim of the holder proclaims the 
appropriate hue for the month and the sign of the constella- 
tion. A cycle of nine months is given prominence, 





In these days of confessional magazines and sensational 
movies it may be thought that there is nothing hidden. How- 
ever, it is not hard to convince a displayman that conceal- 
ment is an absolute necessity insofar as the reverses of cut- 
outs are concerned. 





How Shrider “Faked” Cut-Out’s Reflection in the Mirror 


So thought C. M. Shrider, display manager for the A. E. 
Starr Co., Zanesville, O., when he installed a showing of 
hats recently, and found the dumb being in the window which 
he liad turned into an apostle of correct fashions staring 
reverently into the mirror. Ergo, it was a very blank stare, 
because the reflection was featureless. 

listressed at the situation, Mr. Shrider went patiently to 
Wors and painted a picture of his Beau Brummel. right on 
the mirror, so that to the outside world the latter seemed 
Sazing cheerfully at the reflection of his friendly fedora. 
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In The Showroom— 


PICTURES ! 


In your showroom they will humanize the 
whole setting, they will render the whole 
room, not only the walls, more attractive 
and more beautiful. 


In our showroom they: afford plenty of 
varied beauty for the most particular. He 
who likes the old masters can spend hours 
in looking over the best reproductions of 
hundreds of paintings. He who likes the 
very modern will revel in a store of works 
of the best modern artists. 


Come to our showroom and you _ will 
quickly learn how we can help your show- 
room and windows! 


RUDOLF LESCH 


FINE ARTS 
Publishers of Finer Pictures 
225 Fifth Avenue New York 






































ROSETTES 


Cut a strip of Crinkle Crepe five inches wide and about 
five feet long. Flute edges, gather as shown, tack in 
position and fluff up to desired size. 


The bright clear colors and the silky finish of Crinkle 
Crepe gives rosettes made of it a real flower-like ap- 
pearance. Its firmness and moisture proof quality make 
it stay in place without drooping. The sun-fast colors 
retain their brilliancy always. 


Crinkle Crepe is the paper for your windows. Try it. 


Send 25 Cents for Booklet on Window Decorating 


THE TUTTLE PRESS COMPANY 


APPLETON, WISCONSIN 
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Smart Hats for Fall 
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Coordinating All the Elements of Advertising 


In this group of designs E. J. Short, whose latest discussion of merchandising issues appears on 
the adjoining page, illustrates how effectively window display, interior display, and newspaper 
advertising may be linked up through use of a common artifice of illustration. In the top drawing 
he has outlined a very attractive background for a millinery display in which quality is sustained 
through sparing use of merchandise. At the left below is a layout for an ad in which the motif of 
the background is reproduced. To the right is a sketch for a display card to tie up merchandise 
within the store with the advertising. ; 
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But Our Town Is Quite Different 


The Stock Objection to Innovations in Storekeeping 
ls a Lame Defense Against Hustling Competition 


By E. J. SHORT 
Display Specialist, Danville, Virginia 


UR town is different!’ How often do you 

hear that phrase from store executives? 

After they have attended a convention chock- 

ful of ideas which have made money for 

others, or after they have read of a big success of an 

alert, progressive store in another city, you’ll often hear, 

“That’s fine for them, but our town is different. Our 

customers are not used to fine windows or such high- 

class advertising. They want advertisements with big 

prices and black face type, and the windows full of mer- 
chandise and a big price ticket on each item. 

“Such high-class windows and advertisements as 
‘Wise & Smart’ use over in Up-to-Date-Ville would 
drive our customers away. They would think we are 
running some high-priced style shop, and imported 
everything direct from Paris. 

“Don’t tell me, young man! I have been in busi- 
ness in this town for forty years and I know what the 
people want.” 

“Tommyrot and bunk!” Yes, he knows what the 
people want, and all the time they are running over 
to Wise & Smart in Up-to-Date-Ville to shop in an 
up-to-date store, and Wise & Smart’s fancy adver- 
tising and attractive show windows are the magnets 
that are drawing them. 

Of course, each of us is just a little different from 
our neighbor. But the psychologist and the physiolo- 
gist teach us we are alike, and the designer finds 
wherein we are alike and makes garments for us— 
often much better and always more economical. We 
certainly have more points of similarity than we have 
points of difference. 

Cities are different perhaps in location, perhaps 
in the type of industry around them, in the public 
spirit within. But people are human beings all the 
way and there is little geographical limitation to a 
successful idea that moves people to buy. Ask Mr. 
Wrigley, or Mr. Ford, or Messrs. Hart, Shaffner & 


Marx. 


“But our town is different”. Yes as different as 
you make it. Be different if you want to—by all 
means. But don’t ignore the tried and proved ways 
of store keeping as practiced by other alert, prog- 
ressive stores over the country. Let their victories 
be your victories, too. Let their successes be your 
successes. How? By looking for the silver lining 
of similarity, rather than harping on the tin harp of 
imagined differences. 





BERENSON OPENING NEW GOTHAM UNIT 

. Berenson, now operating a store at 46 W. Fourteenth 
Ste t, New York, has leased the five-story building occu- 
pied by Bedell’s and began preparation, May 1, for the for- 
mal opening of his new establishment. Mr. Berenson has 
been in business at his old location for six years and will 
Continue its operation. 
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| You Are 
| Losing Sales! 
| 
| 


The newest thing on the 
market, our No. 75 Ofiset 
Top, offers the only means 
available for properly dis- 
playing dresses and suits 
in the show window and 
interior of your store. 
These items displayed on 
the. old type of fixtures 
means dollars lost which 
can only be saved by get- 
ting the No. 75 Offset Top 
on the job. 

This dress hanger, prop- 
erly designed and very 
attractive, will fit any of 
your own stands. The 
metal offset feature hangs 

| the garment in front of the 
stand so that you can 
| 
} 
| 
| 





drape it on the floor or 
hang full length. 

Increase of sales is a 
sure result of better dis- 
plays. It is up to you to 
get this result by placing 
an order for some of our 
stands or tops. No expert is 
needed to trim these fix- 

| tures. The garment simply 
| hangs in a_natural posi- 
tion when No. 75 is used. 


’ | No. 75 Top only...... $1.50 
| No. 475-M, each....:.. 3.50 


No. 475-M Stand shows 

No. 75 Top on one of our 

| 30” extension to 60” Com- 

} moner Metal Stands. This 

| stand combines proper 

weight and proper display 
in the best manner. 











| Send for Complete 








No. 475-M easineaie 
The Cincinnati Show Case & Display Fixture Works 
232-40 MAIN STREET CINCINNATI, OHIO 




















The, NEW 





For double service—lighting any trans- 
parent sign at top of window glass, and 
effective lighting of display itself. 


Back of reflector has clear glass panel 
for transmitting correct amount of 
light to the sign. 
For any window where top of transparent sign is even with 
ceiling or at the level where reflectors are mounted. Send for 
complete description. 
PITTSBURGH REFLECTOR COMPANY 
304 Ross Street Pittsburgh, Pa. 
REPRESENTATIVES IN 26 LEADING CITIES 


“Pittsburgh” 


REFLECTORS 
STAY BRIGHT 
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SILK PLUSH 
and VELOUR 


Cut in Required Length 


Avoid waste of yardage, time and labor. You can 
get your plush in any desired color from us in 24, 
36 and 50-inch width, cut to specified lengths. 


“Prompt Deliveries” and “At Right 
Prices” Are Our _ Slogans. 


NATIONAL DISPLAY FABRICS CO. 
7 West 3rd Street New York City 














WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT MAKE YOUR STORE 
WINDOWS ATTRACTIVE 


Some of Our New Ideas Will Surely 
PROVE Satisfactory to You. 


Send Us Your Window Measurements and We 
Will Forward Sketches, Samples and Estimate. 


YOURS FOR SERVICE 


CROWN CURTAIN Co. 


81 FOURTH AVE. NEW YORK CITY 

















Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 
for good results. 


For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 






i 2 THE WOLD AID BRUSH MFG.CU, 





°| Ask for a catalog of “THE AIR BRUSHES 
WITH THE GOOD REPUTATION.” 


‘ = WOLD AIR BRUSH MFG. CO. 
2173 N. California Ave. Dept. 4, CHICAGO 











DISPLAYS 
WINDOW SETTINGS 
VELTIES 
ART PANELS 
BACKGROUNDS 


19 East 15th St., New York City 
SEND FOR CATALOGUE 

















To beautify your windows ask your display fixture dealer for 


DUO-SHEEN 


Have You Seen Our 


DI-MEN-TEEN? 


MENDELSOHN’S TEXTILE CORPORATION 
156 W. 45th Street New York, N. Y. 
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Boston Shoe Fair Hails Display 


Merchandising Conferences Stress Window as Equal 
of Newspaper and Direct Advertising 


By W. L. DODD 
Sales Manager, W. L. Douglas Co., Brockton, Mass. 


TECHANICS’ Hall in Boston was the pivotal point 
of a great assembly of shoe men during the second 
week of July, when, for three days, retailers from 
all sections of the States met to compare notes, to 

gain new conceptions of style influences and to learn the latest 
in shoe merchandising. 

Next to the interest which centered in the “Runway,” 
an elevated path running the full distance around the balcony 
of the room which adjoined Mechanics’ Hall, was that shown 
in the Merchandising Conference held at Paul Revere Hall 
on July 7 and 8. The “Runway” was dominated by the parade 
of models demonstrating the latest in shoe modes; the mer- 
chandising conference was devoted to the consideration of the 
best means ‘of selling footwear. 

All the media of advertising came in for-constructive criti- 
cism, and it should interest the displayiman to know that 
window advertising, for the first time, was placed on an 
equality with display and direct advertising. Acknowledged 
authorities were on hand to recount the virtues of each phase 
of publicity, and the window found champions of high merit 
in Arthur Freeman, New York, formerly of the Einson-Free- 
man Co., lithographers, now a merchandise counselor, and 
Thomas B. Hicks, formerly manager of display for the Wm. 
Filene Sons Co., Boston, now associated with Boston Uni- 
versity. 

Mr. Freeman, who adds to his window experience general 
advertising training which qualified him for the posts of ad- 
vertising manager of R. H. Macy Co. and the Gimbel Co., 
pointed out four display fundamentals which he treated 
tersely, viz.: 

1. Turnover. Odd name to apply to a window trimming. 
Used in this connection it means frequent change. 

2. Sales appeal. Not enough merely to show shoes. A 
window showing nothing more than a waffle iron might rea- 
sonably be expected to sell some. A window showing the waffle 
iron on table with a plate of hot waffles and the tools essential 
to eating them would sell still more. Such a window, seen 
by a business man on a cold, snappy morning, would be of 
inestimable value. Then, add a card, telling about the economy 
of operation, price of waffle iron—and you have the sales 
appeal at its best. 

3. Advertising hook-up. Let your window say in effect: 
“Remember those Blank shoes you saw in the Ladies’ Home 
Journal? Remember how the advertisement said there were 
dealers in most every city? Well, I’m the bird in this town 
that has them.” 

4. Timeliness. Sometimes we see the right thing at the 
wrong time in the window. A hardware merchant, stuck with 
a big pile of snow shovels on his hands, should take his loss 
rather than advertise them late in the winter, at which time 
his windows should be looking ahead—not behind. Take ad- 
vantage of local events of importance. Hook up your windows 
with them. 

Mr. Hicks gave a very thorough and “brass tacks” talk. 
In fact, I understand that immediately after he finished his 
talk he was requested to appear at a convention to be given 
for the Direct Mail Association, where he would also talk on 
window display. 

Among the cups awarded for merchandising efficiency was 
one granted for production of the must satisfactory display 
for creating sales. This was awarded to Clement Kieffer, 
display manager for. the Kleinhans Co., Buffalo, N. Y., con- 
stituting the latest acknowledgment of the skill of this re- 
doubtable window executive. Next in rank was Steve Allan. 
Woolf Bros., Kansas City. Geuting’s, Philadelphia, were 
third, with the Regal Shoe Co., Boston, in the next place. 

It was my pleasure to draw the artwork views as a sort 
of trademark for the fair. Two figures were used, both of 
the colonial period, one a man and one a woman. Inasmuch 
as shoe making in America was born and developed in New 
England, it seemed fitting that such figures be employed. T° 
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get over the style idea, they were dressed in rich--colored 
brocades. and. satins of the period. The same two colonial 
figures appeared on the style runway held every evening of 
the fair. 


Omaha Display Club Meets Again 


Vebraskans Open Winter Window Campaign in 
September Gathering 


By FRANK FIALA 
Display Manager, Thompson, Belden & Co., Omaha, Neb. 





HE Omaha Display Men’s Club is planning another 
week of “Wonderful Windows” for Fall, and will 
make great efforts to secure participation of every 
store, large and small. The “boys” are hoping to 

make this an annual affair, which will become wider in scope 
and produce greater benefits with each repetition. More than 
50,000 people came out to see our displays last Autumn. 





“Oregon City Blanket” Display by Frank Fiala, Omaha, Neb. 


Previous to the opening of the summer months, our club 
held weekly luncheons at the Rome Hotel every Wednesday, 
but the intervention of vacations and consequent thinning of 
our ranks throughout this period prompted a decision to dis- 
continue our meetings until September. At that time weekly 
meetings will be resumed and the stage set for a winter of 
unsurpassed activity. 

The writer was fortunate enough to receive second prize 
in the recent “Oregon City Blanket” contest. the latest addi- 
tion to the list of honors won by members of our club. 





R.C.U. Convention Stresses Display 


Merchants’ Cooperative Buying Association Sees 
Demonstration of Window Values 


By C. M. TINKER 
Chicago Representative, The DISPLAY WORLD 


HE forty-first semi-annual convention of the Re- 

tailers’ Commercial Union at the Palmer House, 

Chicago, which opened on July 19, recognized the 

importance of merchandise display through special 

demonstrations arranged by a leading Chicago windowman. 

The desire of officials that the importance of the subject 

should not be obscured in a host of convention details was 

secured by inclusion of the installations on the program for 

the night session of the opening day which your correspondent 
attended. 

The program of the opening was given in the far-famed 
Red Lacquer Room, the opening feature being music by the 
Triangle Four, a splendid male quartette which played its 
own accompaniment on, stringed instruments. Its numbers 
interspersed the entire program. 

1 address by R. F. Bird, supervisor of training, Mandel 
Bro . Chicago, on “Modern Methods of Training Sales- 
people,” whose points were emphasized by a playlet super- 
Vised by his assistant, Mrs. Helen M. Shollenberger, was an 
Important item. W. Z. Tucker, director of personnel, the 
ie \. Wieboldt Stores, talked on the phases of cooperative 
Dyin 
; Mr Carl S. Brady, one of Chicago’s best displaymen, 
lolloved the talk by Mr. Tucker with a very effective win- 
dow trimming demonstration, -the display consisting wholly 
of women’s hosiery in the various hues in vogue at present. 
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Make Fall Selling Brisker 


Your display windows are a big asset . . . they 
get the attention of the passerby, and, if they 
are well arranged with attractive 


ONLI-WA DISPLAY FIXTURES 


they bring that passerby into your store with a “buy- 
ing interest” already awakened. 


Daytonian Design Display Fixtures 


. an interesting unit. 





Get 
oa 


Originality 


f | 

No. ‘ | 
Today’ | ! 

Sent FREE 
Upon Request ) 
Quality and 


| 
The ONLI-WA Fixture Co. 


Dept. D. W. 








Reg. U. S. Pat. of. St. Paul Ave. Dayton, O. 








More spotlight 
for less money--- 














Now you can get the famous 
Sun-Ray Window Spotlight for 


¥ $Q).50 


With color-screen and _ five 
gelatine colors, complete, $12.50 







Used by leading department stores 
and specialty shops all over the 
country—convenient, reliable, dur- 
able—favored by up-to-date display- 
men, 








Don’t put it off—send post card 
today for full details of this and 
other Sun Ray specialties. 


Suw-eat 
Lighting Products 


19 Lafayette Street, New York 
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Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent 





on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 











WINDOW DISPLAY FABRICS 


Of All Description at Low Prices 


METALINE VELOUR VELVETEEN 
LLAMA RAYON PLUSH SATIN 
A. SOLOMON 


1123 BROADWAY NEW YORK CITY 




















CUT-OUT 
FIGURES { 

CUT FROM UPSON BOAR 

LIFE SIZE- OIL PAINTED 


DAVE SLOTKIN 
1970 EVERGREEN AV. CHICAGO 














LITHOGRAPHED LETTERHEADS $::25tcR™. 


WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 


: EST. 1896 INC. 1904 
2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 




















If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank ‘Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 
Gentlemen: Enclosed find $2.00 for a year’s subscription to 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 


RR OR PECL ys TRE PET TT Paes Tae aera 


Add 10c to checks f h ; 50c addi- 
IMP ORTANT tional Aes Seamlinn Gad roa ta suliens. 





























No Sneers at Stocky Trim 

(Continued from page 20) 
the “stocky” or erroneously termed “business-getting” 
window, an adjective which should be applied to the 
entire program of display! You can not put spe- 
cial effort into your Fall, Christmas, Spring and 
Summer windows, allowing your spirit to lag during 
the intervening months, and make a success of your 
work. “Beautiful windows” sometimes cause you to 
sink into such a slump if a temporary lull gives the 
management a chance to cut your budget. They have 
been known to do it to check the displayman’s mania 
for backgrounds, and when he undergoes this hu- 
miliation, his interest in “beautiful windows” drops 
to a low level. 

The “stocky” window has earned its ill-repute in 
much the same manner. Displaymen, through a fan- 
cied horror of this style of trim, have put forth little 
effort to make it interesting to the public, thus failing 
to create the volume of sales expected and receiving 
deserved condemnation for their mental laziness. 

“Stocky” windows are just as interesting to install 
as the other style and a little thought will give them 
an effectiveness which they frequently lack. By 
“stocky” I do not mean a jumble of goods; the pub- 
lic is composed of folks just like us, generally in a 
hurry and unwilling to stop to pick displays to pieces 
which they would have to do to find out what it is 
all about in many instances. 

I do not believe that the price ticket spoils the 
effect of the window if handled neatly, and it cer- 
tainly adds to the sales value. However, there are 
times when it should not be used, but such occasions 
should be determined by the results that are desired 
of the showing. 

A. well-balanced display program involving both 
styles of trims, with the interest that is given the 
“opening window” spread over the whole year, should 
be our objective. Boys, if there is any romance in 
business I want to tell you that we are the fellows 
who have a corner on it, for the advertising man, in 
the height of his superlatives, has nothing but black 
and white at his command, and we have an advantage 
over the department buyer in that we can use all the 
attributes of light and color and symmetry which our 
windows and his merchandise possess to translate his 
skill in buying into profits for our store. We have 
the assurance that every tinkle of the cash register 
bell is in large measure a delicate tribute to the 
efforts of the displayman. 





SCHACK’S FALL FLOWER BOOK DISTRIBUTED 

An unusual catalogue in which color runs riot is the “Fall 
Flower Book” now being distributed by the Schack Floral 
Co., Chicago. In its pages the gorgeous creations of this 
old and tried decorative supply house appear in their natural 
tints, the blossoms appropriate for autumnal usage being por- 
trayed with special care. Poppies, dahlias, fox tails, roses, 
garlands of fruit and foliage and decorative units in which 
a variety of blooms appear are depicted in all their brilliancy. 





CARMAN THOMSON IN LARGER QUARTERS 

Carmon Thomson Displays Inc., have moved to largef 
quarters at 831 Rees Street Chicago, Ill. This concern 
specializes in display decorations and window backgrounds 
and will now be in position to handle a larger volume. 
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[he Advance Display Service, 166 Ogden Avenue, Mil- 
waukee, will remove on August 1 to new quarters at 428 
Grand Avenue in the basement of the Pattesi Building, 
where the organization will have more space for office ‘and 
storage purposess. The Advance Service is conducted by 
J. Harry Bayling, whose fifteen years’ experience with P. 
Lorillard Co., Van Camp Packing Co., the Altus Flour Mills, 
and a number of other national advertisers fits him admir- 
ably for his present work. 

[The Advance Service was launched March 1 with installa- 
tions for Forhans Tooth Paste, Flit, Dr. Scholl’s and La 
Palma, and is now hard at work with a huge campaign for 
Clicquot Club Ginger Ale,’ Harvester and El Producto 
Cigars, Silver Spray Drinks, Dutch Master Cigars, Ilyosan 
and crepe paper installations for all Milwaukee bakery shops. 
It is also handling displays for the Milwaukee Journal and 
will have charge of booths at the Journal Food Show, where 
the concern will be in charge of displays. 





John F. Stewart, who has been in window display work 
for twenty years and until recently had been display manager 
for the J. M. High Co., of Atlanta, Ga., for fourteen years, 
has opened the Stewart Window Display Service at 19 Trin- 
ity Avenue, Atlanta, and is getting away to a good start, 
having accepted the franchise of the Window Display In- 
stallation Bureau, Inc., for that city and vicinity. Atlanta 
has been in need of a window display service catering to 
national advertisers for some time, and Mr. Stewart already 
has the cooperation and good-will of the local dealers in 
whose windows he will install displays. 





Drug store display of high quality is presented in the 
photograph of a Wolff Wilson Drug Co., St. Louis, window 
installed by L. W. Junger, of the St. Louis Window Display 
Service. No crepe paper is used in this display, store policy 





Cuan Forceful Trim a St. Louis Service 


forbidding trims of this material. The management takes 
the position that window space is too valuable to be used in 
a hit-or-miss fashion and has provided sufficient backgrounds 
and fixtures to permit arrangement of artistic appearance. 

Mr. Junger asserts that illustrated and descriptive set- 
tings are essential for sound window selling, and that, while 
Crepe paper can be used to effect pleasing displays, it should 
Serve merely as an accessory to the display proper. 





_ Harry B. Dorks, Eugene, Ore., is now engaged in local 
display work, rendering a complete window service to both 
merchants and national advertisers. 
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Drug stores are pushing to the limit the sales possibilities 
of rubber headware and beach accessories made seasonable by 
the advent of hot weather. The Merchants’ Window Decorat- 
ing System Co., Brooklyn, is contributing to the advancement 
of these campaigns by pretentious installations in which the 
cut-outs of the manufactureres are used copiously. In the 
ninety windows which they service each twe weeks they are 
installing a special background which they lend to the dealers 
interested. Drapes used in embellishing these displays. are 





Type of Backgrounds Used by Merchants Service 


made of Reed’s crepe, the color scheme being in combinations 
of green and yellow. 

J. G. Waters, manager of the Merchants’ system finds that 
maintenance of a large stock of backgrounds, produced at 
reasonable rates, does much to increase the popularity of his 
service and adds to the attractiveness of displays. The result 
is increased satisfaction on the part of both merchants and 
national advertisers. In a recent bathing goods installation 
used in a large group of client stores, the backgrounds con- 
sisted of two 7-foot painted panels. 





The Lawson Window Display Service 210 Transportation 
Building, Los Angeles, Cal., is now specializing in a high 
class window trim service, catering only to accounts requir- 
ing higher class window trims with special decoratives, in 
addition to crepe paper. The service recently completed con- 
tracts for Nature’s Remedy, Melba and Squibb products. 





W. W. Nettleship, advertising artist, of Yakima, Wash., 
is giving much attention now to the installation of window 
displays for national advertisers, and has taken a number of 
contracts for work in central Washington. 

G. N. Caudell, who has been operating a show card service 
in Portsmouth, Va., for the past eight years, is opening a 
new display service to cover Norfolk, Newport News, Ports- 
mouth and Petersburg, Va. 





C. S. Mitchell, P. O. Box 1345, Huntington, W. Va., plans 
to embark in the display service business in that city. Mr. 
Mitchell is an experienced displayman and is well known 
in Huntington. 





With the Iodent, Drano, Mepsa, Peterman’s Extermina- 


tor, Flit, McCoy’s Cod Liver Oil Tablet and Toddy displays 
handled for the Window Display Installation Bureau, Inc., 


in addition to his regular run of work, Cleo J. Grobman, 


Tri-City Window Trim & Distributing Service, 1717 Iowa 
Street, Davenport, Iowa, is one of the busiest men in the 
Tri-Cities and is still booking more future work. 





H. D. Liebow, D. & L. Display Service, 621 S. Columbia 


Street, South Bend, Ind., reports. considerable activity in the 
window display field in his territory. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
dispiays per week. Write for list of satisfied clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 











Place Your Window Displays in 
Eastern Indiana With 


FORKNER ADVERTISING SERVICE 
ANDERSON, IND. 


We Cover Anderson, Marion, Elwood, Muncie 
and New Castle 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
35 North Division St. Buffalo, N. Y. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertisers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 


ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 0896 New York City 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 
SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1348 St. Clair Avenue Cleveland, Ohio 





PIONEER DISPLAY SERVICE . 
FRED W. WEBER 
INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 


ST. LOUIS WINDOW DISPLAY SERVICE 
L. W. JUNGER, Manager 
725 Victoria Bldg., St. Louis, Mo. 
A complete Window Display and Merchandising Service for the 
NATIONAL ADVERTISER covering St. Louis, Mo., and East 
St. Louis, Illinois, and all surrounding territory. All YHKAR 
ROUND SERVICE. 


CAMPAIGNING — SIGNS — LITHOGRAPHING 








NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 


Display Specialist 


907 W. Lenoir St. Raleigh, N. C. 


ABEGGLEN’S DISPLAY SERVICE 
822 S. Weaver Avenue 
SPRINGFIELD, MO. 


A complete window display service for national 
advertisers. 





Associate of Window Display Installation Bureau 


ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


ST. JOSEPH, MO. 


and Vicinity 
MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


SEATTLE 


Complete window trimming campaigns in Seattle and outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


PRATHER-MARQUIS CO., Inc. 


Office: 405 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave.—Garfield 8460 
SEATTLE, WASH. 


ALL OVER WEST VIRGINIA! 


Complete window display service for national adver- 
tisers by competent, intelligent-displaymen; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 


BROOKLYN, NEW YORK 


AND SUBURBS SURROUNDING MANHATTAN 
Window Displays Installed for National Advertisers 


Merchant’s Window Decorating System Co., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone, Buckminster 5010 J. G. Waters, Pres. 


GHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, Iil. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 


“Window Displays That Sell Merchandise” 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 













Manufacturers’ Window Display Service 


Covering for 
STATE OF CALIFORNIA National Advertisers 
CAMPAIGNS A SPECIALTY—STEADY SERVICE 
Any Part 
THOMPSON & PARMLEY 
1125 SENTOUS STREET, LOS ANGELES, CAL. 


A Reliable Window Display Service for National Advertisers 


ROCHESTER, N. Y. 


Window Displays Installed, ER Delivered 
Signs—Show Cards—Art Posters 
LLOYD HIGBIE 
DISPLAY ADVERTISING SERVICE 


5 EDMONDS STREET ROCHESTER, N. Y. 
(Sales-Producing Displays Since 1918) 








J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 





WASHINGTON, D. C. 


Complete Window Display Service for National Advertisers, 
Guaranteed Service. ‘‘We have nothing to sell but service, the 
kind® you want when you want it.” 


WASHINGTON WINDOW DISPLAY SERVICE 
1317 New York Ave, N. W. Washington, D. C. 


MAURICE KRESSIN, Gen. Mgr. 
Associate Member, Window Disp!ay Installation Bureau, Inc. 








PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 


TEXAS and LOUISIANA 


Complete Display Service Covering 


Beaumont, Port Arthur, Orange and Lake Charles 
For National Advertisers and Local Merchants 


Cc. E. BROWN 
WINDOW DISPLAY SERVICE 
451 Orleans St., Beaumont, Texas. P. O. Box 944 


Associate Member Window Display Installation Bureau, Inc. 


CHICAGO 
Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill. 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 








Associate of Window Display Installation Bureau, Inc. 


SPOKANE 


Reliable Window Dispiay Service for National Advertisers, cov- 
ering Spokane, Eastern Washington and Northern Idaho. 





National Window Display Company 
1829 No. Division Avenue Spokane, Wash. 
Associated with Window Display Installation Bureau, Inc. 











The Washington Window Display Service with headquar- 
ters at 1317 New York Avenue, N. W., Washington, D .C., 
reports business booming. This organization has just com- 
pleted campaigns for Peterman’s, Kolynos, Toddy, Drano, 
Mepsa Salt, Floysan, and has about eight campaigns to 
handle for national advertisers in the next few months. Mau- 
rice Kressin, general manager, now has five capable window- 
men at his command, and is in position to handle any amount 
of work in Washington. This firm is the District of Colum- 
bia associate of the Window Installation Bureau and oper- 
ates in a territory possessing unique opportunities for busi- 
ness promotion because of the varied character of its popu- 
lation and its earning capacity. 





W. L. Huntsman, manager of the Huntsman Display Serv- 
ice, Fort Worth, Texas, is sole owner and director of this 
firm. Although organized as the Huntsman-Cornelson Dis- 
play Service, Mr. Cornelson has since withdrawn. Mr. 
Huntsman is specialing in national advertisers ‘displays, 
maintaining a studio at 3704 West Seventh Street. He is 
an associate of the .Windagw Display Installation Bureau. 





| EXCELSIOR WINDOW TRIMMING 


Or, TEL: WATKINS 9413 eat 
EF xpert Workm anship Guaranteed 


: 103, WEST 14th ST- 


The United Window Display Service & Sales Co., 2026 
South Vermont Avenue, Los Angeles, Cal., has just com- 
pleted a window campaign on Shredded Wheat products. 
This embraced the territory on the coast near San Diego. 
They will now begin to feature Leslie Salt Products in win- 
dows throughout the state. 





The Display Men’s Service Co., Chicago, IIll., has changed 
its name to the Chicago Window Display Installation Serv- 
ice and has located at 406 Reynolds Building, 179 N. Wells 
Street. M. Latz is president and reports much activity. 





The Display Advertising Service, Rochester, N. Y., of 
which Lloyd H. Higbie is manager, has moved to larger 
quarters at 5 Edmonds Street. Business is reported as ex- 
cellent and the outlook exceptionally promising. 





John C. Scardefield is now operating his own display 
service at 5510 Kentucky Avenue, Pittsburgh, Pa. He is 


handling several display campaigns, including Cascarets, 
Wrigley’s, Germoval, and a large local ice cream account. 
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Cards on Light Colored Beveled Board Designed by Donald D. Kester 


Photography scarcely does justice to the artfully fashioned cards which Mr. Kester is creating. The delightful 


combinations of sky blue and gold decoratives which embellish his black lettering, the careful choice of illustra- 
tive material, the grading of color by which emphasis is gained through use of different depths of the same color 
in board and pigment can not be depicted in a halftone. The illustration which is presented merely conveys a 
hint of the dignity and strength which Mr. Kester gives “copy” he is producing for Selber Bros., Shreveport, La. 
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That’s what they all say about those 
extraordinary guaranteed brushes 
and supplies— 


5 


TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 


sé +? = 
Your Best Catalog Y et Sold all over the nation—popular all over the 
that's what our friends write us after nation. There's something about them that 
receiving the new Daily Catalog. gly te 
No. 13 makes them easy to handle, no “‘going over,” no 

Sy eee valuable minutes wasted . . . just good work 
Get your copy—you'll like it—you'll ; : 

find it valuable when you want to day after day and almost indefinitely. 

order. Sent free on request. 


126 TO130 e DAYTON, 
E.THIRD ST. e OHIO. 


Che House of Fertect Stroke Brushes and Supplies 
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You Need This! 


BVERY sign painter and display 

card writer ought to have our 
new catalog showing how much 
better the Paasche H-2 Airbrush 
will do your work. You can order 
it on our liberal money-back guar- 
antee. Write today. 


Se HS 


TRS 
Re 

















Serer Ss 


bes : 4 : 
ts PIT ON Sy ‘ : 
\ Fin oe 4 
3 \ wnt 
j . Roy 
oe rq eg + 
“9 2 . # = Fe 
‘2 Sak —_ . 1 cat * 3 “s 
fae SEs i Set aaron 


“Contains over 200 practical examples ” 


GThis book with a dozen Speedball Pens, Or 
(any style) A-BerC- and a bottle of Speedball Ink / sO) 
Ow 6, « 

1902 Diversey Parkway Chicago ¢.H ° ard Hunt ie L ere) wee 
Manufacturers Camden, NJUSA, Distributor 

New York: 54 Dey St. aay edece tlle by Hancy C:atler: Astor ete Bl 


Detroit, Mich. Cleveland, O. 
11-237 General 418 Perry Payne 
Motors Bldg. Bldg. 

¢ DW8-Gray 
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Interest in Cardwriting at Top = 


Never Has Field Drawn So Much Attention As Is Now 
Manifest Nor Have Opportunities Been So Great 


By 3; H. HILTON white 
Display Manager, George M. Wilson Co., Pittsburgh, Pa. yellow 


EVER in my experience have I seen so much to give him a couple of lessons and he grabbed at the chance, 

interest in show card work as is manifest today. Then he dropped from view. corne! 

Young fellows who started in a year or two ago Imagine my surprise a few days ago when my interest in green. 

are climbing the ladder at a rapid rate, and the a group of cards used by a Pittsburgh drug chain caused me Ca 

high standards of the work which they produce to become inquisitive, and I found that the card writer was cut-ou 

speak volumes for tastes and requirements of none other than my young friend of a couple of years ago. white 
today. As an instance, about two years ago, when I launched His achievement just goes to show how quickly card writing No 
the first cooperative display service in Akron, there was a lad can be mastered if you stick to it; this boy took only a couple gulls 
there who used to call around every day or so and watch us of lessons, but he made practical use of all he learned, and, in The q 
do our show card work. Noting his interest, I volunteered the development and inquiry which he has made since that with | 
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of Cards Featuring Men’s Wear Designed by Mr. Hilton—Dark Colored Stock Sets Off the Brilliant Lettering 
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time, has evolved into a practical workman with a real tech- 
nique. 

"Carl No. 1 is a very simple but effective card. The cut-, 
out poster used is furnished by the Arrow Collar distributors, 
and has helped to make many a good-looking piece of work. 
Lettering*is all pen work and the picture is outlined in dark 
ray. 

y Card No. 2 of the group reproduced here is a black board, 
with beveled edge, nine by fourteen inches in size. It is 
white bordered and lettered by brush and pen; the daisies are 
yellow, white, blue and green. 

’ Card No. 3 is on the same type of board and has a red and 
white border and a paste-on picture in the upper left-hand 
corner. The decorations are in lavender, white, orange and 
greet. 

~ Card No. 4 has a “golf blue” background with a summer 
cut-out worked up with the pen. This exhibit was done in 
white water color.. 

No. 5 is very attractive with its little ocean scene and sea 
gulls. The picture is worked around with pen scroll work. 
The quotation marks are green and the wording is underlined 
with lavender. 

Card No. 6 has a green background with another famous 
“Arrow Collar” head. The decorations around the head are 
gray, lavender and green. The word “suits” is underscored 
in a lighter shade of green. 





Present Dominates Mertz Birthday 


(Continued from page 5) 


evening, portraying the newest styles in apparel, the 
whole being seasoned with orchestral, dance and vocal 
music. The attendance for the four shows taxed the 
capacity of the room and totaled 1,200 people. 

The sale started in full swing the morning of Sep- 
tember 29, a souvenir being given to the first thousand 
patrons entering, consisting of a powder puff with a 
gold ribbon across the back upon which was printed in 
blue, “The 60th Anniversary of the W. W. Mertz Co.” 
Coffee and cake were served in the basement through- 
out the day. : 

A special day was devoted to a sixty-cent sale to tie 
up with the sixty years of Mertz service, the values 
being exceptional, as almost every item would have been 
priced at a dollar ordinarily. The public’s appreciation 
of this circumstance was keen enough to wipe out many 
items by noon, despite the fact that quantities were 
large. 

One of the features which produced considerable 
publicity and caused a number of news write-ups in the 
local paper was an old stage coach which was used origi- 
nally in Connecticut to carry passengers. This coach, 
being restored to running condition, was drawn through 
the streets by four horses, the old weather-beaten body 
contrasting strangely with the sleek-looking automo- 
biles which constantly sped past it as it rumbled through 
the city. Riding in the coach was an old couple, past 
eighty years of age, and accompanying the driver was 
a driver who heralded the coming of the party through 
an old-fashioned coaching horn. 

Each day of the sale a full-page spread of the items 
on sale appeared, together with institutional editorials, 
including: “Generations of Vehicles Have Paused at 
the Mertz Company,” “The New Prosperity,” and 
“Torrington Industry.” 

Constant change of window displays helped to create 
4 sustained daily interest, and the response from start 
to finish was remarkable in sales stimulus and enthusi- 
asm shown by the entire community. 
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This Model 


and other attractive figures made of 
papier mache now available in this 
country. 


Some with new finish like chamois 
skin. Illustrations furnished upon 
request. 


International Clearing House of N. Y., Inc. 
303 Fifth Avenue New York City 


Distributors for U. S. A. 


























Show Cards and Signs 
Put Selling Punch 


in Your Displays 


Whether or not you are a show card writer, you are 
vitally interested in this necessary and important factor 
in the success of your window and store display adver- 
tising. 

SIGNS OF THE TIMES every month gives you a 
complete and authoritative review of sign and show 
card ideas and experiences. No less than 116 pages 
full to overflowing with valuable advertising informa- 
tion, data and buying sources. 


JUST A FEW FEATURES IN AUGUST ISSUE 
New York Sidelights, by Reb; California Sunbeams, 
by C. E. M.; Vocational Schools Uncover Submerged 
Ability, by E. Thos. Kelley; Al Bernstein, New York 
Letterer, Art Student, by R. E. Brenner; Students Test 
Talent in New York “Y” School, by C. J. Bertan; Joe 
Has High-Hatting Party, by H. F. Voorhees; Show 
Card Layouts Designed, by H. C. Martin; Innocent 
Unconcern Foiled Plan to Skin My Boss, by Zim; Port- 
land, Ore., News by Rendall; Only Colors Are Red, 
Green and Violet, by Michael Jacobs; Halsted Wins 
First June Commercial Photo Contest Prize; Art 
Sketches for Painted Displays by Walker & Company 
Studios; Building Decorative Atmosphere Is Fascinat- 
ing, by C. D. Leberman; Replies to Questionnaire on 
Door Lettering Prolific; Interviews With Men of Let- 
ters—J. N. Halsted; Coating Stock Reduces Process 
Reproduction Costs, by R. D. Marksberry; Screen Pro- 
cess Problems Answered by Bert Zahn. 


$3.00 Will Put You on the Subscription List 
‘ for a Full Year. 
Sample Copy, 30c 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


Publishers also of standard books on signs and show 
cards, as follows: 


“Lettering for Commercial Purposes,” by Wm. Hugh 
Gordon; $3.50 per copy. 

“Practical Art” by Manuel Rosenberg; $5.00 per copy. 
“Alphabets and Layouts,” by Al Imelli, $4.00 per copy. 
“Electrical Advertising,” by C. A. Atherton, $5.00 per 
copy. 

“Simplified Show Card Writing for Beginners,’ by Tom 
Kelley, $1.50 per copy. 


SUBSCRIPTION ORDER BLANK 


August, 1926 
SIGNS OF THE TIMES, 


Cincinnati, Ohio. 


Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 


Naime..... 
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With the New York Displaymen 


Beach and Sport Costumes with Advance Showings of 
Fall Apparel Given Dominant Place in Metropoli: 


By HAZEL STEVENS 
New York Correspondent, The DISPLAY WORLD 


ISPLAY managers of New York, whether on 

Fifth Avenue or on adjacent streets of the shuop- 

ping district, are showing midsummer sales 

items such as bathing and sports costumes, as 

well as steamer coats, all of which are given 

prominent space. Evening dresses for informal 

midseason wear and evening wraps, with shawls decidedly 
favored, are shown as extensively as they were a month ago, 

One sees some advanced models in satin, flat crepe and 
moire, but dark georgette, tailored and smartly trimmed with 
white or light colored collars and cuffs, predominates for 
street wear. 

Haberdashers and shoe stores follow the lead of their 
neighbors, and everywhere summer sales are in progress. 
Tropical worsteds, fashioned for both sports and town wear 
are seen in the men’s shops along with lightweight suitings. 
Grey and tan predominate, but some dark colors are shown. 

Black patent leather shoes are given prominence in most 
of the displays, with dark shades of tan running a close 
second. Some fashionable summer foot wear in white kid, 
distinctive fabrics and straws are displayed at special prices 
by such stores as I. Miller, Shoecraft and Hanan. 

The kiddies are given attention by the larger stores such 
as Best & Co., James McCreery and Stern Brothers. Dainty 
frocks of voile and georgette in pastel colors are shown for 
the girls, while two-piece suits in wash fabrics of various 
shades are offered for the small boy. 

Arnold, Constable & Co. has a particularly attractive win- 
dow showing fall models for the madame. The new vin shades 
are emphasized with grenadine, Paris’ latest edict, predomi- 
nating. Three models are shown in satin, flat crepe and wool 
crepe, all self-trimmed but softened by cream lace or geor- 
gette collars. Satin and velvet hats are worn with these. 

Another window also showing three models is given to 
sports wear in a pleasing setting. One figure wears a jersey 
coat sweater and pleated skirt. Another coat is of green 
knitted silk with the blouse a vari-colored mixture and the 
skirt plain. Peach colored jersey and crepe are combined in 
the third with a white, knitted coat completing the ensemble. 

Among the other articles in this window is a green and 
blue knitted silk coat trimmed with yarn collar and cuffs. 
This completes the green knitted silk ensemble. Accessories 
are displayed on two side tables enhanced by quaint glass 
lamps with chintz shades. On one is a printed scarf and 
unique fabric and rafia pocketbook and gloves, while the other 
shows purses and gloves. A white golf bag rests against a 
larger table near the center of the display and a club rests 
against a wicker chair. 

The hats are green, white and yellow in vagabond shapes. 
A black chintz screen and grass rugs complete the display, 
which is the work of E. S. Arkow. 

Saks’ Fifth Avenue store emphasizes tan in one window. 
There is a worsted sweater with a silk skirt and another of 
jersey. This is all tan with the only trimming a white 
gardenia. A tan coat with a two-tone silk collar is arranged 
between the two models, while a green table and chair, a fern 
in a tall, wrought iron stand furnish the setting. A brown 
umbrella, hose in the nude shade and brown, alligator pumps 
with tan washable gloves are the accessories. 

W. L. Cardon, window display manager at McCutcheons, 
has among other attractive windows one displaying printed 
georgette. But one pattern is shown. This is draped at the 
back of the window, falling in graceful folds from the top 
to a gray, chenille rug. A bandbox overflowing with var'- 
colored nosegays is the only other article in the window. 

Bonwit, Teller Co. and Russeks’ are among the shops show- 
ing steamer coats and luggage. The former has one window 
given to brown sports coats in tweed. These are semi-tailored 
and fur-trimmed. Scarfs in georgette and chiffon and hand- 
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some tan leather bags are other articles displayed along with 
yelour sports hats. 

In another window are imported, hand-embroidered, linen 
coats and flowered linens. Sports hats are green, and hand- 
painted scarfs in high colors and wash kid gloves complete 
the display. 

Kurzman displays dyed lace gowns in shades of brown as 
smart for summer evening wear. Capes are lace of the same 


color with narrow collars of dyed ermine or of meline edged 
with fur. Lace hats with wide brims complete these costumes. 
A fail window shows three gowns in the new tulin (cocoa) 


shade. One is dark, almost brown, and the other two lighter. 
A fur-trimmed tweed coat and a plaid cape, mink trimmed, 
and brown velour hats are shown as accompaniments. There 
are also dark green hats without: brims and high draped 
crowns similar in design to the turban of a dozen years ago 
which fashion decrees for this winter. 

Altman’s is among those stores showing summer ready- 


| to-wear, one of the windows being given to French frocks 


in lace and embroidery. Three models occupy the window, 
which is enhanced by silk shawls in plain colors and gay 
cretonne and linen parasols. The gowns are in fashionable 
straight-line design with sashes of wide satin finished with 
graceful bows. 

Attention is paid to Fall apparel in still another window. 
One model wears an ensemble consisting of a cocoa color 
flat crepe frock and circular cape in a deeper tone. Colored 
blouses and brown velvet hats with a number of accessories 
and perfumes complete the scheme. 

George Boulard, at Lord & Taylor, has one of the avenue’s 
attractive windows in which he emphasizes early Fall mer- 
chandise. As in most of the exclusive stores, there are but 
three figures wearing distinctive costumes. One is a knitted 
cape of 30-inch length over a two-piece dress while the 
second is a two-piece gown with a pleated skirt, and the 
other is wool canton in jacquet effect. All three are in shades 
of tan. A large fern and grass rug provide the setting, and 
white pumps, hose in the nude shades, and gay handkerchiefs 
are additional articles deftly arranged. 

Another striking window shows negligees in pink and 
green combination, trimmed with cream lace. They are 
draped over standards before a parchment screen at each 
side of which are tall lamps with parchment shades. 

White is suggested for formal evening wear in a-window 
where two white georgette gowns are Shown. Silver slippers, 
sheer hose and a plush cushion, on which are pearl necklaces, 
ear-rings and bracelets, are the accessories. 

A red and white’ window is appealing this time of year, 
and Mr. Boulard has arranged one entirely of accessories, 
the only figures being a bust, wearing a large red hat, and 
another showing a knitted short coat in white. A wicker 
lounge is draped with a scarf and wide-brimmed hat, and a 
Chinese parasol rests against it, while a wicker table with 
a glass top has a red pocketbook, bordered handkerchiefs and 
a green silk parasol. Green glasses and a green pitcher 
suggest.a garden party, while on a nearby chair a green 
scari, parasol and white roses are deftly assembled. A red 
and white plaid parasol is opened near the center of the 
window, and a tiny wrought iron table at the rear supports 
various accessories. 

Franklin, Simon & Co. have an especially beautiful lin- 
gerice window. A white Chinese rug covers the floor and the 
items are draped from standards. A three-piece set of green 
crepe de chine and another of white are shown, while a 
selection of rhinestone pendants, ear-rings and necklaces are 
on a stool at the center of the window. The background is 
formed of tulle in pastel shades. 

Best & Co. where Charles Nelson is display manager, is 
showing the new melon pink in summer sports apparel, while 
the Betty Wales shop: in the shopping district has three 
ensemble numbers in the vin shades. They are moire and 
satin self-trimmed. 

Hixbie shows three models in the new Rameses blue—a 
Moire with white collar and cuffs, a second trimmed with 
Pleats and a white gardenia, while the third model has a 
draped collar caught by a gardenia. A pink georgette frock 
and handbags complete the window. 
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Thirty Shades in 
High Quality 
Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 


Jend for Jample Folder 


crestENT)) BpanD 


CO). we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO soxto COMPANY 


S66 W. WASHINGTON BLVD. CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 











PROPER BACKGROUNDS 
“Create Better Merchandising’ 


SECURE these results with the 

choicest fabrics on the market 
made at our own mills. We are con- 
tinually creating lustrous, new, nov- 
elty display materials that insure 
your having fascinating windows. 


MAHARAM TEXTILE CO., Inc. 


107 WEST 48TH ST. NEW YORK CITY 
N. B.—Display Fixture Houses Desiring a Side Line, Write for Plan 


Write for 
Samples NOW! 














The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and ay in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 

















SCHACK’S FLORAL PARADE BOOK 
A 24-page paper bound pamphlet containing all the information , 
necessary to arrange and conduct parades, home-comings, car- 
nivals, etc. Fully illustrated. Price each 25c. Order from 


The DISPLAY WORLD, Cincinnati, Ohio. 
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Film Star Hostess to Los Angeles Club 


Southern California Displaymen Enjoy Dinner Tendered By Movie 
Actress—Live Model Drapes Vie With Stage Lore 


By SCOTT L. CRAIL 


Press Correspondent, Displaymen’s Association of Southern California, 


ELL-KNOWN members of the film colony of 

Hollywood entertained the Display Men’s Asso- 

ciation of Southern California at the Holly- 

wood Studio Club on Saturday, June 26, and 

the men who are responsible for the best dressed 

windows in the United States returned the com- 

pliment by giving away some of the inside secrets of the 

displayman’s profession. This included the dressing of four 

live models in garments ranging all the way from a simple 

dance frock to a spectacular pageant costume and the cast- 
ing of a wax figure from a live model. 

Kathleen Clifford; well-known motion picture star, who, 
by the way, in private life is Mrs. M. P. Illitch, and owner 
of the Broadway Florist Shop and Biltmore Florist Ambas- 
sador Florist Shop, was hostegs. In addition to preparing a 
splendid dinner for the displaymen, who numbered nearly 
100, Miss Clifford secured the services of some of the best 
known people on the screen, who gave generously of their 
talent. 

Some idea of the manner in which Miss Clifford enter- 
tained the displaymen may be gathered from the fact that 
Larry Semon was master of ceremonies. While Mr. Semon 
is one of the best known film comedians, he had a particular 
interest in this particular program. This was due to the fact 
that before he began his screen career—before the pictures had 
attained anything like their present position, in fact—he was 
for four years display manager for Snellenburg’s at Philadel- 
phia. His work included not only display work, but card 
writing as well. He proved an excellent master of ceremonies 
and there was not a bad moment on the entire program. 

Other celebrities who took part inthe program were Syd 
Chaplin, who told some anecdotes about himself and his fa- 
mous brother Charlie; George Larkin and Olive Kirby in in- 
terpretative dances; Miss Shannon Day in impersonations; 
Danny O’Shea, the new Mack Sennett player; Sammy Cohen, 
Georgie Stone, Joey Ray and Speed Hansen, with his famous 
guitar. 


Drapes Executed at Los Angeles Dinner—Left, Dance Frock by Ted Bonham (Kneeling), Dorothy Dean, Model; Left Center, 
Pageant Costume by Elmer Walters, Marie Moore, Model; Right Center, Evening Gown by Walter Geschwend, Betty Boyd, 
Model; Right, Wedding Gown by Richard Ayriss, Peggy Grant, Model 


Miss Clifford also took part in the program, and Joseph 
Diskay, the famous Hungarian tenor, was another diner, 

The displaymen, for their part of the program, produced 
four costumes on live models. 

Ted Bonham, with Dorothy Dean as a model, created a 
dance frock of jade green using georgette crepe and metallic 
cloth to a splendid advantage. This frock is illustrated on 
this page. 

Using colorful metallic cloth over a velvet under-drape, 
Walter Geschwend created the evening gown also shown 
herewith. Betty Boyd was the model. 

A wedding gown complete in every detail was draped 
by Richard Ayriss, using Peggy Grant as a model. 

Elmer Walters produced a spectacular pageant costume 
of beads, silver cloth and crepe, with Marie Moore as a 
model. 

Casting of a mould for a wax model, as carried out by 
members of the staff of L. E. Oates, of Los Angeles, was 
particularly interesting to the displaymen and show people 
alike and is probably the first time in Los Angeles that 
this process has been displayed outside of a wax figure 
studio. 

Without question, this meeting is the outstanding feature 
in the history of the Southern California Display Men’s 
Association, and Miss Clifford was warmly complimented 
by President Paul Francisco Lupo upon its success. 





VALENCIA FLORAL NET NEW DISPLAY FABRIC 

The Mendelsohn Textile Corp. ,New York City, has just 
received from Paris, a beautiful Valencia Floral Net which 
is forty inches wide. This material is a transparent net 
printed in four colors, but the net itself is invisible, and 
when displayed with other materials it serves as an applique. 
It has been accepted for use by leading Broadway theatrical 
producers to create novel and scintillating effects. Thus the 
displayman is enabled to use concurrently in his windows 
the reigning fabric vogues of the stage. 
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NEW FIXTURE IMPROVES DRESSES’ APPEARANCE 

A new hanger fixture for dress displays, now being intro- 
duced by the. Cincinnati Show Case & Display Fixture Works, 
permits a much more satisfactory arrangement of the garment 
than formerly. A natural appearance is obtained through ihe 




















The Cincinnati Showcase Co.’s New Hanger 


free manner in which the dress hangs from its support. The 
new hanger has the type of shape to support the dress prop- 
erly, and is finished in a fashion that adds attractiveness to 
the display. Its superiority over prevailing forms rests in the 
fact that the offset places the hanger support about two inches 
in front of the standard, making it possible to hang. the dress 
at full length or to let it rest in a drape on the floor if de- 
sired. This top will fit on metal or wood stand, and the wood 
ferrule, eight inches long, will bring the point of attachment 
below the range of visibility. 

This company is now bringing out a complete new line of 
fixtures, which will be modeled upon the latest designs. New 
price lists showing the savings possible at present quotations 
may be obtained from the factory, 232-40 Main Street, Cincin- 
nati, O. 


IMPROVED WINDOWS PROVE PROFITABLE 

Resuming control of their millinery department which had 
previously been operated by a lessee, Brozman’s, a woman’s 
apparel house, Williamsport, Pa., began a campaign to bolster 
business by installing a novel window display. At the same 
time the millinery salon was redecorated to conform to the 
interior of a Spanish patio, and the window was used to 
announce the formal opening. 

While this was staged after the Easter season, presumably 
a handicap to a policy which advanced the standard of 
goods stocked from popular priced wares to hats ranging in 
price from $10 to $50, sales which followed the showing were 
beyond expectations. As a result, the management plans to 
spend more on their windows than formerly, having realized, 
according to Sam Miller, secretary of the company, that this 
initial window did more to obtain prestige and profit‘ simul- 
taneously than an equal amount of newspaper advertising. 

The department itself is fitted in Spanish design with 
multicolored effects, awnings and stucco. Subdued lights and 
palms help in creating an atmosphere of quiet, comfort, and 
restfulness. Entrances are through three arches finished in 
Stucco with Spanish lanterns at the sides. 

Mr. Miller asserts that “atmosphere” pays; the public 
likes it and it provides the firm with something to stress 
besides price appeal. 





BEAUMONT TO ENTERTAIN REGIONAL AD BODY 
Leaumont, Texas, will entertain the Tenth District Asso- 
ciated Advertising Clubs of the World in a two-day session 
beginning October 25, and the executives in charge have 
plans well in hand for the ‘event. 

Prominent speakers, including Arthur Brisbane, editor of 
the New York Journal have signified their readiness to at- 
tend The recreative features of the meeting will embrace a 
trip down the Neches River from Beaumont to Port Arthur, 
through the heart of the oil district in the afternoon of the 
opening day. Following this trip a dinner will be tendered 
the delegates by the Port Arthur Chamber of Commerce. 


WISHING 
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The Illuminated Christmas Wreath 


for every Show Window 


A natural Christmas wreath, 16 inches in diameter, 

beautifully decorated, mounted on a flasher box. In 

the center are electrically illuminated greeting 
cards flashing on and off. 


Five Different Transparencies With Messages for 
Use Before, During and After the Holidays. 


LIST $10. QUANTITY PRICE ON REQUEST 
COMPLETE WITH PLUG AND CORD, READY FOR USE 


This Novelty Was the Sensation of 1925 Wherever 
Introduced. 


WE HAVE A MOST ATTRACTIVE PROPOSITION 
FOR DEALERS 


LIGHTNING DISPLAY CO. 


Factory Showrooms 
23 East 14th St. 1457 Broadway, Room 507 


NEW YORK CITY 











Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part: merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 

Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 





The DISPLAY WORLD, Cincinnati, O. 
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Stage Is Set for Pacific Convention 


Window Wizardry of the West Coast Ready for Annual Conclave 
Opening at Seattle, September 20—Colorful Program Drafted 


By RALPH PFISTER 
Chairman, Educational Committee, P. C. A. D. M., Seattle, Wash. 


EATTLE will be the mecca of Pacific coast 
displaymen the week of September 20, 
when the third annual convention of the 
Pacific Coast Association of Displaymen 
opens in the Washington metropolis. The 

event will be a red letter day in the history of the 
young association, which in three years has shaped 
an organization west of the Rockies that in influence 
and potency bids fair to overshadow its national 
parent. 

With, characteristic energy the convention com- 
mittee which has handled preparations for the gather- 
ing, has whipped together a program that will feature 
the display talent of some of the foremost craftsmen 
of the region. While drawing most heavily from the 
district surrounding the convention city, the com- 
mittee has been able to obtain the services of leading 
members of the profession from San Francisco and 
Los Angeles. Supplementing the efforts of this ad- 
mirable group will be the veteran Herman Franken- 
thal, djsplay manager for B. Altman & Co., New 
York, who will reveal the intricacies of live model 
draping. In addition, the committee has secured the 
appearance of several University of Washington in- 
structors and a number of coast merchandising and 
lighting specialists, who will discuss the relations of 
their fields and products to the window. 

The convention will be called to order by Presi- 
dent James A. Wilson on Monday, September 20, and 
will continue in session until Wednesday afternoon. 
The opening session will be featured by a welcoming 
address by Mayor Bertha Landes, Seattle’s renowned 
chief executive. Fred A. Gross, display manager, The 
Owl Drug Co., San Francisco, will respond. The pro- 
gram for the entire convention is as follows: 

MONDAY MORNING SESSION 

Musical selection by Anderson Orchestra. 

Call to order by James A. Wilson, president P. C. A. D. M. 

Invocation by Reverend McGee. 

Singing of “America” by assembly. 

Address of weleome by Her Honor, Mrs. Bertha Landes, 
mayor of Seattle. 

Response by Fred.A. Gross, San Francisco, Cal. 

Novel displays by members of the Seattle Club. 

Message from the I. A. D. M. by E. J. Berg, of Nugent’s, 
St. Louis, Mo. 

Practical demonstrations of interchangeable backgrounds 


by Mr. Hahn, manager, Architectural Decorating Co., Seattle. 
Adjournment to 2:00 p. m. 


MONDAY AFTERNOON SESSION 

Call to order by James A. Wilson, president. - 
Address by Nathan Eckstein, president, Schwabacher 
Bros., “Display and Its Relation to the Commercial World.” 
Drapes by Herman Frankenthal, of B. Altman, New York. 
Demonstration (Competitive) : Draping on Fixtures : Win- 
dow A, John Trimm, of Lipman-Wolfe Co. Portland, Ore.; 
Window B, Ray “Herring, Crescent Co., Spokane, Wash.; 








Window C, Dave P. Smith, Schlessinger Co., Oakland, Cal, 

Address by Professor James A. Wehn, formerly with the 
University of Washington, “The Reason for Color and Com- 
position in Display.” 

Demonstration (Competitive): Window <A, Women’s 
coats T. V. Stewart, Olds, Worman & King, Portland, Ore.; 
Window B, Glenn H. Waugh, Whitehouse Co., Spokane, 
Wash.; Window C, Stone-Fisher Co., Tacoma, Wash. 

Special Demonstration): Color lighting in window dis- 
play by The Frink Co., Inc., New York. 

Adjournment. 

7:30: Stag party by courtesy of manufacturers. 


~ TUESDAY MORNING SESSION 


Selection by Firemen’s Quartette. 

Call to order by James A. Wilson, president. 

Address by George Phillips, president and manager of 
Palace Department Store, Spokane, Wash. 

Demonstration (Competitive): Men’s wear: Window A, 
H. O. Hewitt, Ben Selling Co., Portland, Ore.; Window B, 
Victor E. Linden, J. H. Hurd & Co., Spokane, Wash.; Win- 
dow C, Jack Eisenberg, Falk Mercantile Co., Boise, Idaho. 

Lecture with stereopticon views by L. A. Rogers, Chicago. 

Card writing demonstration by Herb Hildebrandt, of The 
Bon Marche, Seattle, Wash. 

Nomination of officers and convention city. 


TUESDAY AFTERNOON SESSION 


Call to order by James A. Wilson, president. 

Lecture and demonstration by J. D. Ross, manager of the 
Seattle City Light Department, “The Evolution of Artificial 
Light and Its Application to the Show Window.” 

Demonstration (Competitive) : Ladies’ silk hosiery: Win- 
dow A, S. C. Averill, Meier & Frank Co., Portland, Ore.; 
Window B, Kenneth Bush, Davenport Hotel Sport Shop, 
Spokane, Wash.; Window C, Rohl O’Connor, Moffatt Co., 
San Francisco, Cal. 

Address by Frank Radford, merchandising manager ,The 
Bon Marche, Seattle, Wash., “Merchandising the Show Win- 
dow.” 

Demonstration (Competitive): Men’s furnishings, shirts, 
etc.: Window A, H. A. Lamb, Lowey & Co., Portland, Ore.; 
Window B-C, H. Fogelquist, Fogelquist Men’s Store Spo- 
kane, Wash.; Window C, L. A. McMullen, Eastern Out 
fitting Co., Portland, Ore. 

Address by Ralph S. Hamer, “Desmond’s,” Los Angeles, 
“Future Display and Display Men.” 

Adjournment to visit manufacturers’ exhibit. 


WEDNESDAY MORNING SESSION 


Call to order by James A. Wilson, president. 

Address by Dr. W. J. Hindley, educational director, Wash- 
ington Retailers’ Association, “The Educational Value of the 
Show Window and Its Influence on the Standard of Living.” 

Demonstration (Competitive): Wool blankets; $100 cash 
prize to be awarded by Oregon City Woolen Mills. Con- 
testants will be announced the second day of the conven- 
tion. 

Address by Professor Burgh,-.of the University of Wash- 
ington, “What Constitutes a First-Class Window Display.’ 

Demonstration (Competitive): Lingerie: Window A, 
Adrian Pelsmen, of George J. Wolf, Aberdeen, Wash.; Win- 
dow B, Ernest N. Baker, Port Townsend Dry Goods (0. 
Port Townsend, Wash.; Window C, Guy E. Owen, of Fran- 
cine Shop, Portland, Ore. 

Adjournment to 2:00 p.m. 
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‘Twelve o'clock luncheon in the Italian Room of the Olym- 
pic Hotel. 


WEDNESDAY AFTERNOON SESSION 

‘all to order by James A. Wilson, president. 
\ddress by Karl Amdahl, “The Purpose of Our Organi- 
zation. 

fyemonstration (Competitive): House furnishings, dra- 
peries, ete.: Window A, J. C. Bell, of Hamilton’s, Albany, 
Ore.; Window B, J. Colin Fish, of J. A. Holt Co., Colorado, 
Texas; Window C, C. Y. Hawver, of Tull & Gibbs, Spokane, 
Washington. 

\ddress by Paul F. Lupo, Los Angeles, Cal., 
Department Organization.” 

lbemonstration (Non-Competitive) : Live Model Draping: 
Window A, Dave P. Smith, Oakland, Cal.; Window B, Ray 
Hering, Crescent, Spokane Wash.; Window C, E. J. Berg, 
of Nugent’s, St. Louis, Mo. 

Election of officers and selection of 1927 convention city. 

Adjournment. 

Meeting of executive committee. 

Wednesday Evening Eight o’Clock: Banquet and enter- 
tainment, award of prizes, farewell address, dancing. 


“Display 





Scharninghausen’s Mettle Tested 


Every Mode of Publicity Used When “Bon Marche” 
Celebrated Its Thirty-sixth Anniversary 


ESOURCEFULNESS became a word that 
irked the sensibilities of Display Manager 
William Scharninghausen, of the Bon Marche, 
Seattle, Wash., as he prepared for the store’s 

celebration of its thirty-sixth anniversary. Every means 
of producing attention was resorted to as the eventful 
opening neared, and the display manager was the com- 
manding general on whose shoulders lay most of the 
responsibility. 

Interior displays consisting of -banners carrying 
fashion silhouettes revealing the differences in dress 
in 1890 and 1926 were among the first items created. 
These linked up with similar treatments of the win- 
dows where the contrasts were acute. The 1890 bath- 
ing girl and her flapper sister of 1926 had their place 
here, as did the demure miss wearing the party gown 
of ‘90 and her successor in the abbreviated mode of 
the moment. There were sixteen sets of these compari- 
sons and they gave Seattle food for thought: for the 
period of the celebration. 

To intensify interest a series of huge drums was 
suspended from the cornices of the front of the build- 
ing. There were four of these, electrically lighted, 
and also a large electric streamer across the entire front 
with letters six feet high. The lettering read simply: 
“The ‘Bon Marche’ 36th Anniversary.” 

To top the celebration off literally, a battery of 
battleship searchlights was placed on the roof of the 
building and different colors in motion lights shot 
1,000 feet into the air.’ 





PATENTED WINDOW SOCK AVAILABLE 


A patented window sock in various sizes made of heavy 
fleece-lined elastic cloth to slip over any sized shoe is now 
being put on the market. Its top is equipped with an elastic 
band insuring a snug fit and eliminating danger of slipping 
off. This is a handy article for merchants and displaymen, 
offering a complete protection to the floor of the window as 
Well as the merchandise. A communication addressed to the 
Manufacturer, J. M. Walters, 220 So. Benton Way, Los 
Angeles, Cal., will bring full particulars. 
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We Carry a Complete Assortment of 


HURLOCK’S CARDBOARDS 


For Immediate Delivery at Factory Prices. 


JOSEPH MAYER & £0. 


DIRECT MILL AGENT 
25 E. 14th ST., N. Y. C. WRITE FOR COLOR CARD 








Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 

Thousands of Satisfied Users. 
(@ S) $2.50 — $3.00 — $5.00 

Order from your dealer or direct. 





VICTOR H. SPILLER CO. 


53 Warren St. Boston, Mass. 








To attract passers BUY from your display fixture dealers 


MENRAY 


HAVE YOU SEEN OUR 
DI-MEN-TEEN? 


MENDELSOHN’S TEXTILE CORPORATION 
156 W. 45TH STREET NEW YORK, N. Y. 











YOUR WINDOW sales Oi 


Dae RIC TURN TABLES 


Display a0 SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


e Oversee” ELECTRIC WINDOW SALESMAN CO. “ cormistil. Boston @ 














The Display World Tells ’Em and Sells "Em 
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Chicago Monthly Display Review 


Advance Showings of Fall Apparel Are Linked With August 
Fur Sales—Revamped Decoratives Show Managers’ Zeal 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


S in previous years, the greater State Street stores 
are now devoting much space to displays of 
furs. While entire fronts are not given over, 
prominent windows in every store feature them 
strongly. The displays are backed up by strong 
newspaper advertising, and the annual Fur Style 

Show contributes to the interest manifested by the fur-buying 
public. 

The goods shown are obviously advance styles for winter 
wear, and the displays emphasize style more than price. Ad- 
vertising, however, plays up both style and price, featuring 
the latter perhaps a bit more emphatically. 

Additional window space is devoted to August sales of 
other merchandise, including some winter things as well as 
clearances of summer merchandise. 

Windows devoted to advance styles in dresses and hats 
are yn evidence, though not numerous. More displays of this 
type will no doubt appear in the windows as September ap- 
proaches. 

At Mandel’s, feur of the five large windows on State Street 
feature furs. While window cards announce the “August Sale 
of Furs,” the windows rather imply that it is an exposition 
of the forthcoming season’s new styles in fur garments. The 
windows are distinctive in every way, each presenting a unit 
display featuring two of the newest style ideas properly posed 
and finished with a neat little drape of rich lining materials; 
a smart hat, and two or three small fur pieces appropriate in 
color and pelt to the dominant elements of each separate trim. 
The latter articles are displayed in the center of each window. 
Two wax figures, one in each end of the window, complete 
the arrangement. 

Huge printed tapestries in diverse designs cover the entire 
background area, supplemented by large urns filled with Fall 
foliage with blue and green leaves and blue berries. The 
corner window at State and Madison Streets shows two 
figures in evening dress wearing full length white mink fur 
coats, one of which is entirely of mink and the other with a 
white fox collar trim. Two pieces of brocade silk linings 
with gold, silver and green patterns are draped over a low 
‘stand in the center. Two white fox throws are shown on and 
near the linings. The posing of the figures is well done and 
the effect of the display is at once striking and attractive. 
Other windows feature different styles and colorings in darker 
furs arranged in similar fashion. The fourth window on 
State Street is a particularly attractive display of “Nursery 
Furniture and Infants’ Outfitting.” The furniture is all of 
the same design and is finished in light blue stipple with a 
floral ornamentation. 

At Marshall Field & Co.’s the corner window at State and 
Washington Streets presents a very beautiful display of hand- 
some fur coats. The figures display furs for evening wear, 
these being dressed in evening costumes and without hats, 
while others are shown with furs and costumes in appropriate 
combinations. The original spring background is still intact, 
but this has been transformed into a special setting for the 
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~~?” FOR BLICK’S 
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CARD 


It’s full of interesting 
pictures of brushes 
and supplies for the 


card-and sign writer. 


display of furs through the use of white grapes and foliage, 
which have been placed in two large urns against the back- 
ground walls near the glass on the State and in the Washing- 
ton Street sides. Two ruscus trees sprayed white and stand- 
ing at either side of the center arch add materially to the 
artistic effect of the setting. Each of these trees is about 
eight or nine feet high, of slender proportions and gracefully 
entwined with the white grape vines. While I may be wrong, 
it’s my guess that the grape foliage used in this trim is the 
same that Mr. Frazer used in the fur window last August. 
If you remember, the grape foliage used last year was in 
black and white. This, however, is all white, and looks as 
though it might have been treated anew and used the second 
time.- All of which indicates that the most artistic of display- 
men is not averse to practicing economy in the operation of 
his department when this can be done without obvious repeti- 
tion of decorative ideas. 

Other Field windows along the State Street stretch dis- 
play attractive style ideas, most of which feature advance 
Fall styles, fabrics and colors. There is a particularly at- 
tractive window featuring two blue dresses on figures, each 
wearing blue hats to harmonize. The background of the 
window is of blue ombre silk stripes. There is also a strik- 
ing display of millinery, in which five hats in varying shades 
of purple are shown on the conventional stands with modeled 
heads representing different types of women’s faces. 

Autumn styles in cloth coats, new advanced styles in en- 
semble suits, and two interesting drapes of piece goods are 
among the windows between the Washington and Randolph 
Street section on State Street. The corner window at Ran- 
dolph features Fall coats of cloth with fur-trimmed collars 
and cuffs. 

The Boston Store, which is just across the street on State 
from Field’s, also has an attractive display of fur garments 
in the large corner window. The background has been spe- 
cially made for the occasion, and is noticeable as far down 
the street as visible. A huge arch diagonally across the back- 
ground and facing the corner has been treated with a special 
scenic painting showing a representation of the polar regions 
with its ice-berg, blue waters and the midnight sun. The 
colors of the latter are in brilliant but well--balanced hues, 
presenting a spectacular and very pleasing effect. High over- 
head a dirigible air-ship attracts the attention of one of the 
polar bears. The idea has been nicely done and ties up with 
the recent flight over the Pole. Two large urns filled with 
grape foliage in blue and silver and cat-tails with small 
diamond-shaped pieces of mirrors at six-inch intervals, were 
placed in each corner of the window, mounted on a square 
marble finished vase. About nine fur coats were displayed 
in the window, five of which were shown on forms and four 
draped on stands. 

Charles A. Stevens’ big island window featured a simple 
but effective display of furs shown on headless forms and 
draped on stands. Seven forms and ten stands were used 
for the coats Shown. There were half a dozen throws and 


NEW FREE CATALOG] 
BRUSHES surnuits 


Address DICK BLICK CO., Box 437 W, Galesburg, Ill. 
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seven. hats shown here and there at appropriate points among 
the larger garments. Two small window cards reading, 
“August Fur Sale,” were used on the State Street front. 
This island window has a framework up with a platform in 
line with the transom: bar. The upper part of the window is 
closed from view. Very likely a new lighting installation is 
ynder way, as the daylight reflections of this window have 
been a rather perplexing problem for a long time. If the 
lighting is being improved the results will be of interest to 
every displayman who may have similar problems with day.- 
light reflections. This particular window is valuable, the 
store charging $15( per day against the department using it. 
If the lighting effect is improved the value of the window will 







oliage, be greatly enhanced. fy 
back- In the two most prominent windows at Carson, Pirie, Scott 
shing- & Co., those nearest the Madison Street corner, furs are 
stand- shown. Three figures are posed in each window, bfore back- 
to the ground paintings depicting winter outdoor scenes. The cards 
about are of interest and read something along this line: “The 
cefully August Sale of Furs Is at Once a Fashion Event and a Sale 
wrong, Occasion!” Two adjacent windows show cloth coats with 
is the fur trim, one window being a display of coats for women and 
Lugust. the other for misses. The cards read, “Misses” (Women s) 
was in Cloth Coats for Fall and Winter.” Then there is a window 
oks as filled with warm woolen blankets with a similarly worded 
second card calling attention to the August sale in that department. 
isplay- All cards are slightly larger than a half sheet, lettered with 
ion of white and 1n landscape shape. Other goods featured are 
repeti- infants’ layettes and nursery furniture, china, shoes, etc. 
Mr. Tannehill has just altered the appearance of five of 
h dis- the State Street windows comprising the section south of the 
dvance State. Street entrance, and which are usually devoted to the 
rly at- display of men’s wear merchandise. These windows are about 
;, each fourteen feet long and formerly were about eight feet deep. 
of the Some of the unnecessary depth was eliminated when he in- 
strik- stalled the simple backgrounds of monk’s cloth with the three 
shades arches in each of the windows. 
iodeled The newest change, which is quite noticeable, consists of 
two partition walls extending from the floor to the ceiling 
in en- of the windows and placed at a distance of about three and a 
ds are half feet from each end of the window. This leaves a central 
ndolph space about eight feet by six feet and two small spaces three 
t Ran- and a half feet long by two and a half feet deep at each end 
collars of the window. The smaller spaces at each end of the win- 
dow are used for unit displays of small articles, usually re- 
1 State lated to the apparel displayed in the center space. In the 
rments display of men’s wear, the three spaces may be used for 
mn spe- totally different articles. The partitions are flush against the 
- down front glass and the rear background, and are covered with 
» back- the monk’s cloth of the balance of the window interior. It 
special looks like a practical idea and was no doubt intended to obtain 
egions more intensive use of the windows. é 
The Aside from the reasons already mentioned in favor of this 
1 hues, move, the writer was impressed with the fact that all mer- 
1 over- chandise displayed in the new windows seemed to be much - 
of the closer to the eye of the passer, therefore providing for better 
ip with JB Mspection at close range. 
d with The Bedell windows present the usual spick and span ap- 
small pearance characteristic of Mr. Hampton’s work. The back- 
s, were grounds seem to have been toned down a bit, appearing in 
square lighter dress in keeping with the warm weather. The light 
played green felt floor mats and gray stone floor certainly impart a 
id four Fol, summery effect. There are no curtains or other hanging 
draperies, but some very attractive hanging baskets filled with 
simple small fern leaves and bright red poppies with green foliage 
ns and #4re used. The poppy is distinctly an August flower, and there- 
e used fore apropos. The trims of merchandise are arranged in the 
ws and usual clean-cut, unit fashion, some of which feature advance 





Fall styles and others seasonable Summer-time styles, while 
others display special clearance sale items. In a section of the 
largest State Street window given over to furs is a card, 
‘lightly larger than the other window cards, which reads: 
“Bedell National August Fur Sale—20 Stores—Coast to 
Coast!” Smart new hats in advance Fall styles and silk 
dresses, with black satin pumps, sand shade silk hose and 
black velvet hats are also shown. 

The long stretch of Davis Co. windows on State Street 
from Jackson Boulevard to Van Buren Street present summer 
backgrounds combining scenic painting with cut-out reliefs 
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156 W. 45TH STREET 


A Decidedly New Fabric Creation 


FLORAL NET 


Beautiful Multicolored Swirls on 
a Background of Invisible Net 


Your fixture dealer will deem it a pleasure 
to show you this effective creation, also 
Our Complete Line of Inspiring Fabrics. 


MENDELSOHN’S TEXTILE CORPORATION 
‘NEW YORK, N. Y. 

















seller in your toy department. 


U.S. MICA MFG. CO 


Santa Claus 


SNOW 


will give to your holi- 
day windows the true 
spirit of Christmas. 


You will find Santa 
Claus Snow adds wonder- 
fully to any holiday deco- 
ration. It is made up of 
a multitude of crystal 
clear flakes that glisten 
and sparkle brilliantly 
under any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and is effective. 


You. will also find Santa Claus Snow an easy and profitable 
Order from your jobber. 


1521-1527 Circle Ave., 
ey Forest Park, Ill. 
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Write for Fatder 


ANDRES PLATE GLASS @ - 195 GREENWICH ST NY 


Just a Step from Hudson Tubes and Ferries” at Fulton St. 
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For Rent 
AMELIA GRAIN, Philadelphia 


Established 1890 


THE WORLD’S MOST BEAU- 
TIFUL STAGE SETTINGS 
FOR STYLE SHOWS 











Absolutely Reliable Service 


Before Ordering a Valance, Write 
BRYAN’S, Louisville, Ky. 
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Wen Wanted Positions Vanted Gor Sale Minter to Buy 





SALESMEN 


to sell 


Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 


Care The DISPLAY WORLD 





FOR SALE 


1 Bodine-Spanjer Dog ........ $25.00 
| Pe i Se oie... tae 20.00 
4 Sen Pia oe EA 5.00 each 
2 I SOARES Ss 5.00 each 
2 Life Size Greek Statues...... 50.00 each 
2 See Paes get. es 40.00 each 
2 Pinter Sees ...b cs. 1 bes 25.00 each 
1 Diana at the Hunt::......... 50.00 


H. L. VAN VALKENBURGH, Display Manager 
PAUL STEKETEE AND SONS, Grand Rapids, Mich. 











WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old~ established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritary now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 








POSITION WANTED 


Displayman, card writer and sales- 
man desires position at once; ex- 
cellent appearing all-around man; 
five years’ experience, including shoe, 
sports and men’s wear; capable of 
displaying any line; excellent refer- 
ences; prefer college town in East; 


sidered. 


Address “S. J. M,” 
Care of The DISPLAY WORLD 


only high-class gentile store con-, 


SALESMEN WANTED 


who are now selling for display 
fixture houses, to sell a line of orig- 
inal and exclusive fabrics direct 
from the manufacturers for window 
display. Several choice territories 
now open; house has been estab- 
lished 25 years; an attractive com- 
mission arrangement. Write or call 
if in town. 


Maharam Textile Co., Inc. 
107 W. 48th St. New York City 














Window Trimmer Wanted 


Los Angeles window display service and 
studio, 2 story building, office, sales room, 
scene dock, paint shop, plaster and 
paper mache, display and sho card—every 
department equipped complete. Long lease, 
low rent, 15 store windows twice a month, 
6 large national grocery and 4 large drug 
accounts. Sales agent for 4 window dis- 
play supply houses, window props, stock 
crepe paper. Plenty of orders, all ready 
to take charge. Good displayman can 
double business. Partners can’t agree. 
$3,500 for all. 


Address “L. A. C.,” 
Care of The DISPLAY WORLD 


300% TO 500% PROFIT 
Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
or leaf mounted on very high grade tin 
oil. Send for literature, prices and free 


samples. 
CONSOLIDATED SIGN LETTER CO., 
636-Q So. Dearborn St., Chicago, Il. 














Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further par- 
ticulars and copy of new Catalog ‘‘G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 


FOR SALE 
Well-established New York City dis- 
play card and flasher sign box busi- 
ness at low price for quick deal. 
Ideally located on Broadway in the 
heart of retail section. Chance for 
live man who thoroughly under- 
stands display work. Many chain 
stores nearby. Showroom, use of 
street window and workroom on 
Broadway; easy terms arranged; act 
promptly. 

MERCHANTS DISPLAY SERVICE 
Room 201 1209 Broadway 
New York City 














SALESMEN 


Wanted by a responsible, well- 
established display fixture house, 
several experienced salesmen for 
choice territories, who have confi- 
dence in their ability to sell bronze 
bases and stands. Also backed up 
by a complete line of standard fix- 
tures and forms to fit every need 
and price. Prefer full-time men 
for traveling, and will also enter- 
tain part-time men for resident ter- 
ritories. Write 
DAVID SOBELS’ SONS 

143 Grand St. New York City 





FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 
J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 














SHOW CARD OUTFIT 
Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 
RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 











WANTED 


Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 





7 West 3rd St. New York City 


ee 











Forms For September Opportunity Exchange Ads Close September 6 
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THIS. AD - - 


WANTED 











Salesmen selling fixtures and flowers 
to handle a most complete and fast- 
selling line of window display fab- 
rics. Our liberal commission ar- 
rangements should prove a decided 
increase in your present income. All 
answers will be considered strictly 
confidential. 


MENDELSOHN 





WANTED 


Young man for window and _in- 
terior display work, and, when time 
permits, to help wait on the trade. 
Our location is ideal for a man in 
poor health or one who desires to 
the hustle and 
bustle of the large city and make 
a, desirable connection in an Adi- 
rondack Mountain town of 5,000. 
Replies held in strictest confidence. 


Address “T. L. N.,” 
Care The DISPLAY WORLD 


get away from 


DISPLAYMAN WANTED 


Competent display and advertis- 
ing man, men’s and boys’ cloth- 
ing, haberdashery and hats. Sub- 
mit photos of displays and sam- 
ple copy in first correspondence. 
State past and present experi- 
ence, salary,, etc. 


The Hirschheimer Bros. Co. 








Textile Corporation 


in a 2-inch space appeared one time in 


156 W. 45th Street, New York City 








POSITION WANTED — By cardwriter 


the Opportunity Exchange of the July 
issue of The DISPLAY WORLD, and no 


CANTON, OHIO 





better words can be found to describe the 





satisfactory results obtained than a let- 
ter from the advertiser, which reads: 








where his originality can be developed on 
pictorial and applique window cards. Will 
go anywhere in New York, Pennsylvania 
or Ohio. Syracuse, N. Y., _ preferred. 
Sample card sent on application 


L. J. BARRY 
EAST AURORA, N. Y. 


almost too many. 
must have a 


“We've had a remarkable response— 
Your paper surely 
splendid 


. More evidence of The DISPLAY 
WORLD’S thorough and complete cover- 
age of the display field. 


POSITION WANTED 


Young displayman and card 
writer, five years’ experience in 
department store, desires perma- 


circulation. 








nent position with progressive 





For Sale--Window Display Service—Bar- 
gain, An established and growing display 
service in drug and grocery stores in a 
Central States city of over 400,000. Hand- 
ling at present fifteen nationally adver- 
tised goods accounts. Will dove-tail nicely 
with selling agency, cardwriting or local 
window service can be developed. Cause for 
selling, other business interests. Address 
“I. N. D.,” care The DISPLAY WORLD. 


to sell the Quincy 
play Fixtures. 





QUINCY, 


WANTED 


One aggressive display man in each city 
Line of Window Dis- 
Liberal commission. 


Quincy Show Case Works 


store, preferably in the North- 
west; can do scenic painting; 
best of references. 


Adie “R. C. W.,” 


ILLINOIS Care of The DISPLAY WORLD 





























Doings Among Displaymen Everywhere 














How to tie-up with special events was depicted by John 
T. Mackey, display manager for Herpolsheimers, Grand 
Rapids, Mich., last month, when he seized upon the idea of 
exploiting the fact that a new street railway coach had been 
named in honor of William Herpolsheimer, founder of the 
store . The coach was one of a group of twenty-seven re- 
ceived at the same time, and these were shown in miniature 
in the window which followed. Advertising and windows 
alike proclaimed the fact that the Company had witnessed 
its customers’ travel downtown in all the types of transpor- 
tation yet devised, from the horse car to the latest coach. 





A. G. Munroe, in charge of display for Schuneman & 
Evans, St. Paul, Minn., will have the laugh on brother crafts- 
men for the next two weeks, enjoying the pleasures of vaca- 
tion while his comrades-in-arms broil in the heat of the city. 
We envy him. 





Fred A. Gross, display manager for the Owl Drug Co., 
San Francisco, Cal., is slated to reply to the welcoming ad- 
dress of Mayor Bertha Landes, of Seattle, when the Pacific 
Coast Association of Display Men open their convention 
there, September 20. 





Tireless work in promotion of the forthcoming Pacific 
Coast convention is being done by all of the officers of the 
P.C. A.D. M. Among the most active are President James 
A. Wilson, of Cheasty’s, Seattle, Wm. Scharninghausen, 
chairman of the convention committee, The Bon Marche, 
Seattle, and Ralph Pfister, chairman of the educational com- 
mittee, Grote-Rankin Co., Seattle. 





Karl P. Kleppinger and Homer Grimes, Beatrice (Neb.) 
displaymen, have been prominently identified with the Vene- 
tian \Vater Carnival, which is an annual civic event of this 
Missouri River city. In company with a third contractor, 


epeicy Bullard, they handled the mechanics of the cele- 
Tation, 


Wayne L. Coats, display manager for the Klein-Heffel- 
men-Zollars Co., a subsidiary of the Ross Stores, Inc., Can- 
ton, Ohio, rejoices to learn that the Coats family is breaking 
into prominence as display authorities. Referring to the ar- 
ticle in the July DISPLAY WORLD by A. W. Coates, Tor- 
rington, Conn., he lavishes praise on the writer and con- 
cludes to follow his example by sending in demonstrations 
of his own windowcraft. Furniture will be the subject of 
his first contribution. 





From Rosetown, Saskatchewan, Canada, comes a display 
of a number of extraordinary rope and twine knots, a utiliza- 
tion of the subject-matter in a fashion that appealed strongly 
to the public of the district. It was executed by S. M. Stubbs, 
display manager for Graham Bros. 





Wayne McDonald, card writer for the Monniger Dry 
Goods Co., Forth Worth, Texas, has gone far toward demon- 
strating the advertising possibilities of the show card through 
liberal use of descriptives. His cards have a prestige-build- 


‘ing tone that is unusual. 





C. B. Smith, card writer for the Louis Saks Co., Birming- 
ham, Ala., is now using a standard size board averaging one- 
half sheet.. One color and bold lettering is employed. Thirty- 
two windows and a huge list of counter displays keep him 
busy. 





The thirty-fifth anniversary of the Donelan Co., Ottumwa, 
Iowa, gave Craig L. Embree, display manager, a heavy 
assignment, which he handled in capable fashion. Displays 
were calculated to demonstrate the prestige and service of 
this south Iowa institution. 





” 


“Founders Day,” an event of importance in the sales pro- 
gram of Kline’s Department Store, Joliet, Ill, gave U. G. 
Hawk, display manager, an opportunity to install some un- 
usual windows. 
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O. Wallacé Davis, display manager for the H. Batterman 
Co., Brooklyn, gave brother craftsmen something to talk 
about during “Nemo Week” by installing a corset window 
in which not a single corset appeared. A figure posed erect 
just to the left of center was shown in modern street garb, 
and the clothing which she wore was the only merchandise 
shown. Eight large photo placards banked to right and Icft 
in the foreground told the story of the “Seven Ages of Cor- 
setry,” while an oblong card as a centerpiece carried the 
“Nemo” tie-up. 

F. O. Glander severed his connection with Donenfeld’s, 
Dayton, Ohio, to accept the position of display manager for 
the Mearick Cloak Co., of the same city. 





Henry Lins, formerly display manager for the Louis 
Traxler Co., Dayton, Ohio, is now holding a similar posi- 
tion with the A. Polsky Co., Akron, Ohio. 





S. E. Johnson, formerly display manager for the G. M. 
McKelvey Co., Youngstown, Ohio, is now serving in the same 
capacity for Oreck’s, Inc., Duluth, Minn. 





A. N. Derbyshire, formerly first assistant to A. Matzer, 
display manager, F. & R. Lazarus Co., Columbus, Ohio, and 
more recently engaged in advertising work, has been ap- 
pointed display manager for H. Jonap & Co., Cincinnati. 





Paul Francisco Lupo, the gifted Los Angeles displayman, 
until recently in charge of Barker Bros.’ windowcraft, has 
launched into business for himself and has hung out his 
shingle as a consulting decorator. In this capacity he will 
offer a service covering a range of subjects embracing in- 
terior, stage, window, fabric and tapestry decorating and 
architectural models. 





“Bob” Hanson, display manager for Nelson-Moore Co., 
leading clothiers of San Diego, Cal., caused such a stir in 
clothing circles by synchronizing window lighting with cloth 
colors that a famous national clothing house took recog- 
nition of his experiment in a broadside sent to its dealers. 
More of this in our September issue. 





E. F. Nelson, in charge of windows for the S. N. Wol- 
bach Sons Co., Grand Island, Neb., devised a magnificent 
display of shark leather shoes recently in which the southern 
seas, where the shark is caught, were visualized in a re- 
markable background. Little merchandise was shown, the 
interests of passers being developed by the background and 
exhibits of shark leather. Two wax figures aided in creating 
the illusion of a beach scene. 





G. W. Westerman, manager of displays for the Consumers’ 
Power Co., Jackson, Mich., is shortly to go on vacation, a 
fact which will prevent The DISPLAY WORLD from secur- 
ing an account of his experiences for some time. He is 
among the representative members of the profession whose 
stories will appear in early issues. 





Paul Hamlin, displayman, Beacon, Iowa, has now fully 
recovered from a protracted illness that incapacitated him 
during the past three months, and is prepared to accept 4 
position in the Middle West. 





C. M. Shrider continued to add to his window triumphs 
during July, winning first place in the United States Com- 
mercial Travelers’ state convention contest. His display, 
for the A. E. Starr Co., Zanesville, O., and dubbed the 
“Ray of Hope,” was built around the theme of insurance for 
commercial travelers. 





Harry S. Boyd, formerly display manager for the Zenner- 
Bradshaw Co., Huntington, W. Va., is now in charge of 
windows for the Bradshaw-Diehl, successors to the McMahon 
Co. The new firm consists of a partnership formed by 
G. D. Bradshaw and Henry Diehl. The Zenner-Bradshaw 
store was destroyed by fire last December. 
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ANOTHER PAINTEX SENSATION 





REG. U. S. PAT. OFFICE 


The New Metal Applique 


PATENTS PENDING 





HAMMERED 


STILV ER-== METALAY === 


IN SHEETS 18 INCHES WIDE, 3 YDS. LONG, WHICH MAY BE CUT EASILY 
IN ALL KINDS OF SHAPES AND STRIPS AND WHICH MAY BE OVERLAPPED 
WITHOUT SEAM SHOWING. PRICE (TO TRADE), $2.00 PER YD.; 18” WIDE 
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MAY BE APPLIED ON ANY KIND OF MATERIAL 


DOES NOT TARNISH OR FLAKE OFF. NOT A LEAF 


LAY IF ON --» [FRON IT 


AN ORDINARY LAUNDRY OR HOUSE IRON IS ALL THAT IS NECESSARY 
ONCE ON, IT IS ON TO STAY — WILL OUTLAST MATERIAL 


IS FLEXIBLE ON ALL KINDS OF CLOTH 
WILL DRAPE ON HANGINGS OR CURTAINS 


WATER WILL NOT DAMAGE AND IS WASHABLE WITH CARE 
SPECIAL COLORS FOR METALAY 


ao Gane aaa Price, 35c (to trade), 2-0z. Bottle 





Metalay Is Wonderful for Silhouette Effects on Paper and Thin Materials 
Colored Lights Give Gorgeous Reflections for Window Displays 
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If Interested, Write or Call and Have Our Representative Explain in Detail 
and Show You Samples 


PAINTEX PRODUCTS CORP. 





30 IRVING PLACE, 
NEW YORK, N. Y. 


Telephone: Ashland 4466 
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“The Guide to Better Window Displays” 


VE merchant should have a copy because it 
44 is the accepted criterion by which Window Dis- 
play decoratives are judged. 


Only authoritative designs and real business building 
decoratives are shown. 


While we try to get a copy of the “Guide” to every 
merchant, we are bound to miss many. 


If you haven’t received your copy, let us know and 
we will be glad to put your store on our mailing list. 


Better do it today before you choose your Fall Deco- 
ratives. It will pay you. 


The Adler-Jones Company 


649 South Wells Street 
CHICAGO 
























































